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Rough Proofs 


Gladys the beautiful receptionist 
says she noticed a Pepsodent 
toothpaste ad in a magazine a few 
days. ago, and it didn’t include a 
single picture of Bob Hope. 


Explaining a magazine cover, 
Norman Rockwell said it is more 
important to be understood than 
to be up to date. In advertising, 
this applies to a lot of products 
besides three-cornered pants. 


Bank tellers are now getting as 


._ much consideration as animals in 


the zoo. Armstrong Cork is pro- 
moting a bank design with “tell- 
ers’ stations behind linoleum- 
topped counter without bars, di- 
rectly open to the public.” 

vvy 


Jim Nance says the glamor girl 
of the appliance industry is the 
electric dishwasher.. The answer 
probably is that the typical hus- 
band is even more anxious to get 
out of the kitchen than his wife. 


“More doctors recommend 
Band-Aid than all other adhesive 
bandages combined.” 

Are they the same ones that 
recommend Camel cigarets? 


vvy 


. Trade name department: A ma- 


ternity dress store in Phoenix, 
Ariz., calls itself the Expectancy 
Shop. 

vvy 


With McQuay-Norris teatii¥ing 
Biloxi in its ads, and Gulf using 
a picture of San Antonio, travel 
accounts these days are getting 
important assists from other ad- 
vertisers. 

vvy 

An ambitious copywriter has 
suggested that something similar 
to the movies’ Oscar be conferred 
on composers of commercial 
jingles and verse like that which 
adorns the Campbell Soup pages. 


Chesterfield hit the jack pot 
when its color page in the maga- 
zines featuring Loretta Young hit 
the stands simultaneously with 
the news of her winning an Oscar 
for “The Farmer’s Daughter.” 


Since Loretta did right well for 
herself in a Swedish dialect role, 
Edgar Bergen will no doubt be 
encouraged to continue his efforts 
in that direction. 


The resort areas really love each 
other. Arizona, where the Giants 
and Indians have been training, 
has been chortling over postpone- 
ments of Grapefruit League games 
on the Coast because of rain and 
“Los Angeles smog.” 


The SEP says one cause of 
motor traffic accidents is the 
“plain boorishness of drivers.” 
Maybe the National Safety Coun- 
cil should promote a “Be Kind to 
People” week for the special bene- 
fit of motorists. 

The federal court has given Mr. 
Randolph an opportunity to make 
a graceful retirement from. the 
typographical wars. 


Copy Cus. 


N. Y. Job Shops 
Still Struck; 
Dailies Operate 


Local and Printers 
Narrow on Wages; See 
40-Hour Week Veto 


New York — As ADVERTISING 
AcE went to press last week, New 
York printing companies were 
still strikebound, although their 
negotiations with Local 6, ITU, 
were continuing and their differ- 
ences on wages and hours were 
close to being erased. New York 
dailies-—for which the contracts 
expired March 31—were still be- 
ing printed by conventional meth- 
ods, with the union electing to 
continue work pending a settle- 
ment. 

Employing printers were under- 
stood to be ready to abandon their 
40-hour work week demand for 
the former 36% hour week, giv- 
ing the ITU the same sort of week 
previously granted the pressmen. 
It was said the employers and 
printers were now only $3 a week 
apart on wages, or somewhat less 
than 10 cents an hour. 

“Big Six” also announced its 
willingness to enter into a year- 
long contract. 


Increases Asked Are High 


Original proposals from Local 6| » 


to newspapers asked stiff in- 
creases in wages. Admittedly ten- 
tative, the wage proposal asked 
$112 for a 32% hour week (pres- 
ent, $90 for 36% hours), up 39% 
for day shift on an hourly basis; 
$123.20 for first night shift, 32% 
hours (present, $95, 36% hours), 
a 45% hourly increase; second 
night shift, asked $123.20 for 30 
hours (present, $100, .35 hours), 
a 44% hourly increase. 

It was understood that this was 
a preliminary move, and much too 
high to be regarded seriously by 
the publishers. 

Prior to these events, the week 
saw: 

(1) An agreement offered by 
the Publishers Association of New 
York City to Local 6, embracing 
the principal points covered by 
the ITU-Employing Printers 
agreement (AA, March 22), grant- 
ing to the union maximum se- 
curity under Taft-Hartley and set- 
ting up a procedure for hiring 
journeymen based on a compe- 
tency examination, and leaving 
hiring and firing in the hands of 

(Continued on Page .75) 
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BBDO's Ben Duffy G. Gets 6a 
$10,000,000 Strike 


ANNOUNCEMENT—Davis Motor Car 
Co., Van Nuys, Cal., is announcing 
dealer showings of its three-wheel 
Divan-Sedan with newspaper copy like 
this, placed by W. B. Geissinger & Co., 
Los Angeles. (Story on Page 73.) 


‘Sponsored Ads’ 
to Be Included 


in ‘Trib’ Column 

Cuicaco—A brand new type of 
advertising medium—a newspaper 
column of editorial material with 
“commercials” interspersed—will 
make its appearance in the Chi- 
cago Tribune April 7. 

The new editorial - advertising 
feature will be “Dale Harrison’s 
Column,” conducted by the col- 
umnist who was featured in ‘the 
Chicago Sun until that publication 
was merged with the Times. 

Harrison’s column is strictly ad- 
vertising to the Tribune, since it 
(Continued on Page 69) 


Beer, Tobacco, Car 


and Gas Companies 


to Air Baseball 


New Yorx—Radio and televi- 
sion coverage of games of most 
major baseball teams this season 
will be sponsored by beer, tobacco, 
automobile and gasoline com- 
panies. 
One of the biggest baseball time 
buyers is the Atlantic Refining 
Company, which, with the Sup- 
plee-Wills-Jones Milk Company, 
will air the home games of the 
Phillies and Athletics over an 
eastern Pennsylvania network. 
Contract was signed through N. W. 
Ayer & Son. 

The oil concern, with co-spon- 


carry telecasts of the Philadelphia 
teams’ games over WPTZ. In 
New England, Atlantic Refining 
and Narragansett Brewing Com- 
pany, Providence, will broadcast 
the Boston Braves and Red Sox 
games over several stations, the 
complete list to be announced 
later. Television rights for the 
Boston teams have not yet been 
assigned. 


Covers Big Area 


-All games of the Pittsburgh 
Pirates will be heard over WWSW 
under the sponsorship of the re- 
fining company. A _ co-sponsor 
may be signed later to extend the 
coverage to other stations. 

In Baltimore the Orioles’ games 
will be heard over WITH, with 
Atlantic Refining and Gunther 
Brewing Company sharing the ex- 
penses and the commercial time. 

The Ford Motor Company (AA, 
Feb. 9), through J. Walter Thomp- 


(Continued on 74) 


Minute News Flashes 


Ice Industry's Drive Partly Decided 
WASHINGTON—National Association of Ice Industries will start its 


1948 magazine drive with color pages in Better Homes & Gardens and 


the Ladies’ Home Journal. Other magazines will be added, but the 
media list is not yet definite. It will have roughly the same char- 
acter as last year, including women’s service magazines, magazines 
distributed through grocery stores and one or more weeklies. A busi- 
ness paper schedule of nine papers in the. grocery field, and eight in 


has not been appointed. 


the beverage and restaurant field has been set. Newspaper mats are 
provided for ice dealers. Donahue & Coe, New York, is the agency. 


Amrine Resigns as Ad Council's PR Director 

New YorK—Michael Amrine has resigned after 16 months as public 
relations director of the Advertising Council. 
ing on a novel about atomic scientists. His successor at the council 


Mr. Amrine is work- 


Heinz Widens Coffee Distribution 


PiTTsspuRGH—H. J. Heinz Company is conducting test campaigns in 
newspapers in Harrisburg, Scranton, and Columbus, O., for Heinz 
coffee. The company previously confined coffee distribution to hotels 
and restaurants. Maxon, Inc., Detroit, is the agency. 


Harry Kebel Heads Nestle’s Advertising 

New York—Harry G. Kebel, formerly advertising manager of Har- 
riet Hubbard Ayer, Inc., New York, will join Nestle’s Milk Products 
as advertising manager April 8. Mr. Kebel was formerly with Ethyl 
Corporation in charge of advertising for Ethyl Cleaner. 


sors to be named later, also will!: 


SSC&B Nabs Pall Mall 
Ayer Keeps L. S. Tele; | 
Hackett Has Tareyton | 


BY L. M. HUGHES 


New York—The tiredest, hap- 
piest man in advertising last week 


‘|doubtless was Bernard C. Duffy, 


president of Batten, Barton, Dur- 
stine & Osborn. 

Exactly one week after Foote, 
Cone & Belding resigned from the 
$12,000,000 American Tobacco ac- 
count — after a 
quarter -, century 
of association of 
FC&B and its 
predecessor, Lord | 
& Thomas, on it 
—and just four 
days after Emer- 
son Foote and 
American Tobac- 
co announced the 
separation, Ber 
Duffy walked out 
of the old gray 
building at 111 Fifth Ave.’ witk : 
the Lucky Strike part of it in his 
pocket, 

That was at 1:50 p.m. on Mon- 
day, March 29. 

Later that day Mr. Duffy ad: | 
vised Brown & Williamson To. | 
bacco Corporation, Louisville, o . 
BBDO’s withdrawal from B&W 
advertising, after about 10 years 
Currently, B&W is spending abou 
$500,000 annually througi 
BBDO, on Kool cigarets. A nev 
B&W cigaret, it was said, also wai 
to have been handled througl 
BBDO. 


Pall Mall to SSC&B 


Two days before, American To | 
bacco placed Pall Mall cigaret 
with Sullivan, Stauffer, Colwell é 
Bayles — 21-month-old  agenc;:‘ 
headed by several men who hat 
worked on Lucky Strike and Pal 
Mall at Ruthrauff & Ryan. SSC&lI 
nearly snared Pall Mall last fal 
with a “Show of the Year” net | 
work program, which failed to jel 

With the announcement o 
BBDO’s appointment for Luck | 
Strike, American Tobacco said tha | 
N. W. Ayer & Son will continue t 
handle its television advertising ‘| 
This is expected to include th | 
new show, “Tonight on Broad 
way,” scheduled to start April 6. 

M. H. Hackett, Inc., severe 
weeks ago was awarded the Her 
bert Tareyton cigaret accoun 
which is expected to be wort 
$500,000 a year. 

The television expenditures ar 4 
relatively small, and Pall Mall ¢ 
peak probably spends no mor 
than $1,000,000. The bulk of Amer 
ican Tobaeco’s advertising is con 
centrated in:Lucky Strike, whic 


(Continued on Page 170) 


Ben Duffy 


Leading Advertisers 


On Pages 41, 42 and 43 of 
this issue, Advertising Age 
presents a complete listing of 
all companies which last year 
spent more than $100,000 in 
network radio or more than 


(Additional News Flashes on Page 75) 
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WGHTF Joins Rural Net 


Station WGHF, 20,000-watt FM 
station owned by W. G. H. Finch, 
has signed a network operating 
agreement with the Rural Radio 
Network of Ithaca. WGHF is in 
New York City. Six FM stations, 
under construction in upper New 
York, comprise the Rural Network, 
which is owned and operated by 
10 farm organizations. 


Minn. Mining Sales Up 
Sales of the Minnesota Mining 
& Manufacturing Company, St. 
Paul, hit a new high of $93,437,- 
137 in 1947, up 24% over the 1946 
total of $75,169,623. Net profits 
amounted to $11,598,376, equiva- 
lent to $5.94 per share on common 


THE LETTER SHOP, Inc. 
481 S&S. Dearborn St., Chicago 5, Illinois 


‘Prissy Commands’ 
of FIC Ridiculed 
in Mason Dissent 


Commissioner Again 
Scores Colleagues 
for Literal View 


WasHincton — FTC Commis- 
sioner Lowell Mason charged in 
a caustic dissent last week that 
his colleagues follow “an over- 
developed sense of responsibility, 
plus a dim view of the public’s 
intelligence” in regulating food, 
drug and cosmetic advertising. 

Protesting an order which re- 
quires elaborate explanations in 
copy for “Enrich,” a vitamin prod- 
uct marketed by American Diet- 
aids (AA, March 29) he expressed 


fear that under FTC’s policies 


“advertisements will look like the 
Federal Register, and will be read 
about as frequently.” 

Replete with the outspoken 
phraseology which has been char- 
acteristic of his complaints against 
his fellow commissioners, the Ma- 
son dissent says that if the public 


isn’t more intelligent than FTC. 


assumes, it needs a. keeper or a 
nurse, not FTC, to protect it. 

Springboard for his attack was 
an order directed at “Enrich” ads 
which list a number of symptoms 
of iron deficiency. Under FTC’s 
verdict, “Enrich” must give up 
these ads unless it is willing to in- 
sert a warning that these symp- 
toms may also indicate other ail- 
ments which vitamins will not 
remedy. 

“T see no reason,”” Commissioner 
Mason said, “for a vitamin ped- 
dler to spend money telling folks 
what his product is not good for. 

“To put it simply, if a man 
claims apples are in his basket, 
must he deny the presence of 


peaches?” 
Mason feels FTC should treat 


vitamin ads the same way it now 
treats laxative ads. (Under a 
policy adopted last September, 
largely at his urging, no special 
warnings are required in copy for 
most common irritant laxatives, 
skin creams and headache reme- 
dies, properly labeled under Food 
and Drug regula- 
tions.) 


Sees Over-Meticulousness 


Chiding the commission over its 
recent setbacks in a number of 
court cases, he said: “Even the 
courts are concerned with our 
over-meticulousness, and in some 
cases they have indicated between 
the lines a hopeless despair over 
some of our prissy commands.” 

His complaint goes to the basic 
standard which the commission 
uses in deciding whether an ad is 
false or misleading. Under this 
standard, the ad is supposed to be 
understandable to “that vast mul- 
titude which includes the ignor- 
ant, the unthinking and the cred- 
ulous.” 

He points out that “the soul of 


Says MR. HENRY H. BARNETT 


Vice President’ 
Barnett Furniture Co., Inc. 


like 


creating a better understanding between a city and its people. 


the Item 
because.. 


It has turned the phrase ‘good citizenship’ into reality. Its vigilance has awakened 


in Orleanians a renewed interest in our city. The-active journalism of THE ITEM is 


Reader confidence in THE ITEM is reflected in our sales and | consider it a potent 
advertising medium for moving merchandise.” 


Your 
New Selling Force 


in New Orleans 


SAWYER-FERGUSON-WALKER CO., 
\. NATIONAL REPRESENTATIVES 


Reader Acceptance: Largest evening circulation in Louisiana (92%. 
concentrated in the New Orleans market--growing steadily) 


Advertising Acceptance: Over 13,000,000 lines carried in 1947. 


NEW 


RALPH NICHOLSON, PRESIDENT AND PUBLISHER 


ORLEANS 


advertising is brevity and clarity.” 

On the other hand, he says, “we 
in government bureaus seek the 
opposite. We want to protect our- 
selves from being misunderstood. 
Hence all the whereases and pro- 
visos and qualifying clauses which 
lead to the safe but utter confu- 
sion known as gobbledygock. 


A Matter of Timing 


“When the merchants of Amer- 
ica talk like government lawyers, 
life will be most complicated. Ad- 
vertisements will look like the 
Federal Register and will be read 
about as frequently. We will all 
turn into a species of robot click- 
ing out IBM data to each other, 
choosing our canned foods by 
code, marrying by I.Q., propagat- 
ing by test tube and dying by for- 
mula. When this millenium has 
arrived, it will be the proper time 
for such an order as is here 
attempted. 

“Then will be the time for So 
and So’s cosmetic company to tell 
the scullery maid that she will 
always look like a dope even if she 


in order for the government to tell 
people not only what they must 
not say but also how they must 
finish their sentences once they 
open their mouths. 

“My objection to this order is 
that our timing is bad. The mil- 
lenium is not here yet.” 


Names MacPherson 


Irving P. MacPherson Jr., for- 
mer publisher of Gift Preview, 
published by Preview Publish- 
ing Corporation, 
New York, has 
been appointed 
vice - president 
of the Angos- 
tura - Wupper- 
mann  Corpora- 
tion, New York. 

He will be in 
charge of sales, 
advertising and 
merchandising of 
both Angostura 
aromatic bitters 
and the com- 
pany’s new A. W. Grenadine 
flavored syrup. 


I. P. MacPherson 


Graham Joins Liebmann 
Arnold C. Graham Jr., formerly 
with the Standard Oil Company 
of New Jersey, has joined Lieb- 
mann Breweries, Brooklyn, as as- 
sistant to Philip Liebmann, vice- 
president and director of adver- 
tising and public relations. 


Paper Firm’s Profits Up 

Net sales of Minnesota & On- 
tario Paper Company for ag 
totaled $48,996,712, an increase of 
nearly $20,000, 000 over 1946 with 
a net income of nearly $6,000,000 
for the year, a newly-devised “em- 
ploye” stockholder report showed 
last week. 


For over 60 years 


“AT LEADING PAPER MERCHANTS 
MARTIN CANTINE Company 
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MAKE YOUR 


More than 45,000 buyers and specifiers throughout all types of 
institutions want and need catalog information on your prod- 
ucts ... at their fingertips ... every business day of the year. 


Don't make them search for data they need on your products. 
Place your catalog material in their hands in a 100% usable 
form ... place your catalog information in INSTITUTIONS 
CATALOG DIRECTORY along with the other vital data it 
contains. 


Trade names, names and addresses and a vast amount of 


PECIFY 


“where-to-buy-it" information is comprehensively listed and 
displayed in INSTITUTIONS CATALOG DIRECTORY for use 
by the institutions shown below. 


Advertisers are listed in bold face type in the various direc- 
tory sections under the products they manufacture, and refer- 
ence is made to the page or pages containing their advertising 


and catalog material. 


Reserve space today! Write ... or consult your advertising 


agency. 


Following are the types of institutions reached by 
INSTITUTIONS CATALOG DIRECTORY: 


Hotels 

Hospitals and Sanitariums 
Schools 

Colleges and Universities 
Restaurants 

utors 


Institutions 


Office and Public Buildings 


Industrial Cafeterias and 
Jobbers, Dealers and Distrib- 
-Asylums, Municipal and State 


Restaurants and Cafeterias 


* Steamship Lines and Ship- 


yards 

Railway Systems 

Airlines 

Army, Navy and Government 


Institutions 

YMCA'‘'s, YWCA's and 
YMHA's 

City and Country Clubs 
Utilities 

Architects, Engineers, Deco- 
rators and Designers 


@ Other Institutions 


Buyers and specifiers in these institutions depend on the information contained in 
INSTITUTIONS CATALOG DIRECTORY for their purchase of products used by them 
in the feeding and housing of over 60,000,000 people daily. 


INS TITUTIONS CATALOG DIRECTORY 


1900 PRAIRIE AVENUE 


First Award Winner 


INSTITUTIONS CATALOG DI- 
RECTORY is published by INSTI- 
TUTIONS Magazine which has 
just received a first award for 
editorial excellence in a nation- 
wide competition among over 660 
entries from the nation’s leading 
business papers. The same organ- 
ization and leadership which has 
made this achievement . possible 
has made INSTITUTIONS CAT- 
ALOG DIRECTORY of first im- 
portance to manufacturers with 
products to be cataloged for the 
institutional field. 


CHICAGO 16, ILLINOIS. 
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K-F Names Swartwood 

Henry M. Swartwood has been 
appointed director of advertising 
of Kaiser- Frazer Corporation, 
Willow Run, Mich. Former con- 
sultant on advertising public re- 
lations for Kaiser Company, he 
will work with Hal Babbitt, di- 
rector of public relations, and 
Norris Nash, sales promotion man- 
ager, for the combined operations 
of the firm’s advertising, public 
relations and sales promotion de- 
partments. 


Ev hosie ad has 

hosiery else. 
Want’ to be different 
+ « get more sales? I 
can how! 
Box 7016, Advertising Age 
330 W. 42nd St., New York 18, N.Y. 


you 


Fort Industry 
Buys Newspapers 


New Yorx—The Fort Industry 
Company, probably the largest in- 
dependent operator of radio sta- 
tions in the United States, is go- 
ing into the newspaper business. 
The company has purchased a 
half interest in the Miami Beach 
Sun-Star. 

Fort Industry’s purchase—a re- 
versal of the usual procedure of 
newspaper ownership of radio sta- 
tions—includes the morning Star, 
the evening Sun and the Sunday 
Sun-Star. 

John D. Montgomery, who re- 
tains 50% of the stock, will con- 
tinue as publisher of the papers. 
George B. Storer, president of 


Fort Industry, has been chairman 
of the board of directors of the 
publishing company. 


Dartnell Issues Study 
on Salesmen’s Income 


Dartnell Corporation’s volume 
on “Compensating the Sales Force” 
shows that average earnings of 
experienced salesmen are down 
slightly from the peak year of 
1946, although incomes of begin- 
high salesmen have reached a new 
Earnings of experienced sales- 
men dropped from $6,177 to $6,081, 
while those of newcomers rose 
from $2,500 to $3,801 between 
July, 1946, and the present time. 
The volume, priced at $7.50, is 
published by the Dartnell Corpo- 
ration, 4660 Ravenswood Ave., 
Chicago 40. 


Spring Brings 
Out Airlines’ 
Ad Campaigns 


New Yorx—With spring, air- 
line copy burst into flower: 

Transcontinental & Western Air 
lanuched a newspaper and radio 
campaign stressing the available 
seats on scheduled airlines with 
the return of the DC-6 to United 
and American. TWA is committed 
to the Constellation, but “any- 
thing done to make flying better 
and safer for the public is a bene- 
fit to all the airlines. . . TWA 
welcomes the return of these air- 
planes.” 

TWA also noted that its Con- 
stellations completed 97% of their 


THE NEW LOOK IN MILWAUKEE FIGURES 


Milwaukee has put on a lot of weight sirice 1940— and in the right places to 


excite the interest of advertising and markéting men. Here is a quick picture 
of the bulging sales potentials in the market today as 


Average spending power per family is higher 


in Milwaukee than in any other city of 500,000 


or more population, according to Sales Man- 


agement Survey of Buying Power. And only 
The Journal is big enough to do the big 1948 


THE MILWAUKEE JOURNAL 


Billion 
3\\ 


compared to 1940, 


advertising job in Milwaukee—big enough to 


reach old. families and new families, old earn- 


ers and new earners, big spenders and little 
spenders, 96% of the entire metropolitan 
market of Milwaukee and the suburbs. 


10 


Phone 6157 


6 Pours 42 Minutes pol Anpon 


TOPSIDE—Delta Air Lines is using this 

small-space copy in 81 newspapers in 

on-line cities, explaining that fair 

weather is often available for flying, 

despite ground conditions. Burke 

Dowling Adams, Montclair, N. J. is the 
agency. 


scheduled mileage in one of the 
worst winters on record. Copy 
ran in New York, Chicago, Los 
Angeles and San Francisco news- 
papers and on radio stations in 
the same cities, plus Kansas City. 
Batten, Barton, Durstine & Os- 
born has the TWA account. 
Delta Air Lines’ new campaign, 
placed through Burke Dowling 
Adams, Inc., Montclair, N. J., in 
81 newspapers in on-line cities, 
stresses the sunny weather often 
available at higher altitudes. 


NATIONAL AIRLINES 
PLANS EXCURSIONS 

New York — National Airlines 
last week used space in New York 
and Miami dailies to announce re- 
sumption of DC-6 service. These 
are the only points on the line 
currently served by these planes. 

Still in the planning stage is 
the advertising to be used by the 
company if the CAB approves its 
.18-day excursion rate, which 
amounts: to 374%% reduction in 
round-trip fare. The excursion 
rate is only applicable on flights 
where the round trip is more than 
$15, and a prescribed zone on 
north-south flights (from New 
York as far south as Norfolk) is 
exempted from the rate. 

Its obvious object is to build 
National’s long-haul business. Ex- 
cursion, or special rates are not 
new: .National has a Miami-Ha- 
vana round trip rate of $21, 
against a one-way rate of $20. 

Platt-Forbes is National’s 
agency. 


Agency Reorganizes; 
Lovick Opens Agency 
Stewart-Lovick & Macpherson 
Ltd., advertising agency with 
headquarters in Vancouver, B. C., 
and branch offices in Calgary, Ed- 
monton, Winnipeg, Toronto and 
Montreal, has been reorganized. 
V. L. Stewart is president and 
Hubert S. Watson is vice-presi- 
dent and general manager and 
will be in charge of the Vancouver 
office. Mr. Watson succeeds James 
Lovick, who has opened his own 
advertising agency, James Lovick 
& Co., in Vancouver, with branch 
offices in Calgary and Toronto. 


Opens Research Firm 


Jane A. Shepherd, formerly 
head of surveys group of the 
Washington Post, has become di- 
rector of a new research agency, 
Washington Surveys, which will 
specialize in surveys of the Wash- 
ington metropolitan area. The 
agency also has plans for a con- 
tinuing shared-cost survey in this 
area. This type of survey carries 
questions for a number of clients, 
and each client shares the basic 
costs of sampling, interviewing 
and supervision. Offices of the 
agency are located at 724 Ninth 
St., N. W., Washington. 


Always Dependable Quality and Service 


ENGRAVING COMPANY 
208 S. STATE ST. ST. JOSEPH, 
PHOTO ENGRAVING - ART-COPY-LAYOUT 


AONE COLUMN CUT-OR-A 
COMPLETE COLOR BOOKLET 
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“Could it be that the so-called farm magazines in the 
Mid-West are a sort of re-hash of technical agricultural in- 
formation that has previously appeared in The Weekly Kan- 
sas City Star?” 


That pointed comment was made by an agency man 
after he had compared the technical agricultural articles in 
a farm magazine with those in copies of The Weekly Star 
that had been printed and circulated two weeks to a month 
before. In the farm magazine the agency man found no 
technical information of importance that had not previously 
been reported fully and authoritatively in The Weekly Star. 


We hope you are skeptical about this. If you are, ask 
for a detailed check of technical farm information, article 
by article and date by date, in The’ Weekly Star and other 
Mid-Western farm papers. 


The Weekly Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


441.392 Paid-in-Advanee Subscribers 
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Honeychurch Joins 
Orange-Crush Company 

R. J. Honeychurch, for the past 
three years a merchandising ex- 
ecutive with Young & Rubicam, 
New York, has joined Orange- 
Crush Company, Chicago, as di- 
rector of merchandising. 

Before joining Y&R, Mr. Honey- 
church was with Standard Brands, 
New York, for 20 years in various 
sales and merchandising capaci- 
ties. 


“HALE A MINUTE 


Screen Messages FILM 
Made to Your Order! | compuete with 
Reach local movie USIC™ 
_ audiences at the most 

receptive time. 
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1327 S$. Wabash, Chicago 5 


‘Telegraph’ Quits 


in Harrisburg 


HarrisBurG, Pa.—Suspension of 
the Harrisburg Telegraph, one of 
this city’s two afternoon dailies, 
was announced by publisher Al- 
bert H. Stackpole, effective March 
27. The paper had been acquired 
by the S. I. Newhouse chain a 
few months ago, and had a cir- 
culation of about 45,000. 

Sale of the name of the 117- 
year-old daily has been made to 
The Patriot Company, publisher 
of The Patriot (morning) and the 
Evening News, which are now the 
only newspapers in the city. They 
are headed by Edwin F. Russell, 
who acquired them from the 
Vance C. McCormick Estate last 
September. The Patriot has a 
circulation of about 25,000; the 
Evening News about 66,000. 

Mr. Stackpole will join the staff 
of The Patriot Company as ex- 
ecutive editor. 

Although no official announce- 


ment has been made, reports are 
that Mr. Russell (formerly associ- 
ated with Mr. Newhouse) is now 
the majority stockholder in the 
merged enterprise, and Mr. New- 
house is a minority stockholder. 


Shaw Agency Sets Up 
New PR Division 


Carl E. Riblet Jr., formerly part 
owner of Woods & Riblet, Inc., 
New York, and previously with J. 
Walter Thompson Company and 
Campbell-Mithun, has joined John 
W. Shaw Advertising, Chicago, as 
director of a newly organized pub- 
lic relations division. 

The agency’s ownership base has 
been enlarged with distribution of 
stock in the corporation to nine 
staff members. 


Joins Holtzer-Cabot 

Alice Honore Drew, advertising 
manager of Tel-Autograph Cor- 
poration, New York, for five years, 
has been named director of adver- 
tising of MHoltzer-Cabot Motors, 
Boston. Her offices will be at 101 
Park Ave., New York. 


In Philadelphia—nearly everybody reads The Bulletin 


Evening and Sunday 


‘Chicago Tribune’ 
Gives Its WGN-TV 
40-Page Send-off 


Cuicaco—Station WGN-TV 
starts telecasting today (April 5) 
supported by the biggest promo- 
tion a new station ever received. 

The Chicago Tribune, owner of 
WGN-TV and of WGN and 
WGNB, yesterday ran a special 36 
to 40-page television section “to 
take some of the mystery out of 
television and, at the same time, 
to emphasize its magic.” The sec- 
tion carried spreads and full- 
page ads by almost all makers of 
video sets and by important re- 
tailers in this area. 

In addition, the Tribune and 
WGN-TV wangled a local televi- 
sion week proclamation from 
Mayor Martin Kennelly—which 
eight-year-old WBKB, the Bala- 
ban & Katz station here, appar- 
ently decided to ignore as part 
of the newcomer’s stage property. 


100,000 Lines Carried 
Mayor Kennelly urged Chicago- 


ans to avail themselves this week of | jj 


the opportunities afforded them to 
“become better acquainted with 
this latest contribution to man’s 
progress”—which to some sug- 
gested going to saloons to watch 
wrestlers commit mayhem. 
WBKB’s sole announcement over 
the weekend may have had that in 
mind, for the station said that it— 
with the Chicago Cubs—will in- 
stall receivers in Chicago parks 
so “Chicago kids who don’t have 
television sets at home won’t have 
to sneak into the corner bar” this 
spring and summer. 

The Tribune’s special section 
carried almost 100,000 lines of 
full-run and zoned advertising 
(the section ranged from 36 to 40 
pages in segments distributed in 
five Chicago city zones). Played 
up was a “Chicago Television 
Open House” promotion in which 
about 500 Chicago and suburban 
radio and appliance dealers are 
cooperating. There were also 
stories by Wayne Coy, FCC chair- 
man; J. R. Poppele, president of 
Television Broadcasters Associa- 
tion, and others. 

This evening dedication of 
WGN-TV will include televised 
talks by Robert R. McCormick, 
owner of WGN, Inc., and pub- 
lisher of the Tribune; Mayor Ken- 


Advertising. Age, April 5, 194g 


nelly and Governor Dwight Green. 
Tomorrow (April 6) the regular 
schedule starts, calling for pro- 
grams from 2 to 3 p.m., 5 to § 
p.m. and 7:30-10 p.m. daily. 


Lining up Sponsors 


William A. McGuineas, com- 
mercial manager, WGN, Inc., said 
last week that more than 50 ap- 
plications from prospective pro- 
gram sponsors have been received, 
Among them, P. Lorillard Com- 
pany, through Lennen & Mitchell, 
will be one of the two sponsors of 
Chicago Cubs ball games this year 
over WGN-TV. 

The TV station’s first rate card 
shows a time charge of $150 an 
hour, $400 an hour for studio time 
(including facilities) and $250 an 
hour for use of film studio. Rates 
for 5-7 p.m. weekdays are 75% of 
the above Class A rates, and at 
other times the rates are 50% of 
Class A. Advertisers will be pro- 
tected for six months against an 
increase in rates. 


Peacock Names Heffer 
Advertising Manager 


Mrs. Dorothy S. Heffer has been 
appointed advertising manager of 
C. D. Peacock Jewelers, Ctiicago, 
succeeding Betty 
Barton Greco, 
who re- 
signed. 

For the past 
four years, Mrs. 
Heffer has been 
sales and adver- 
tising manager of 
all retail jew- 
elry promotion 
for Montgomery 
Ward & Co., Chi- 
cago, and prior 
to that was ad- 
vertising manager of the Diamond 
Dry Goods Company, Phoenix. 


Pathe Selects ‘Times’ 
for Press Documentary 


The New York Times is the star | 
of a new documentary film, “To 
Give the News,” being produced 
by RKO Pathe for its “This Is 
America” series. General theme 
of the two-reel, 20-minute film is 
to show how the news is gathered 
and published by a free press in 
a free country. 

The film will be released early 
in May in RKO and newsreel the- 
aters throughout the country. 


Dorothy Heffer 


Simpers Appointed V.P. 


Robert S. Simpers, formerly 
with J. Walter Thompson Com- 
pany, New York, and before that 
head of his own company, has been 
appointed vice-president of Day, 
Duke & Tarleton, New York. 
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In a recent nationwide survey, dealers gave | Advertisers know how to reach “The best a 
Country Gentleman ; 
- } people in the Country.” They invest more 
| a 2-to-1 lead 
A advertising dollars in Country Gentleman 
when voting for the farm magazine “most 
1 effective in helping sell. rural customers.” —_ than in any other farm magazine. 


* In the 2,589 shaded counties, more than 
half the people live on farms or in places under 
2,500 population. . . . In all counties, Country 

Gentleman’s 2,300,000 circulation is concen- 

ee trated among top-half farms which get 90% 
of all farm income. 
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New Group Formed 
to Pass on Agency 
Credit Standings 


Los ANGELES—Within the next 
few weeks, the Magazine Repre- 
sentatives Association of Southern 
California, representing approxi- 
mately 80% of the magazines with 
representatives in the area, will 
begin operation of a credit system 
for determining financial responsi- 
bility of new agencies placing 


space through its members. 

Fourteen organizations repre- 
senting national. magazines, farm 
publications, and trade papers, 
will cooperate in the plan. 

Cooperating representatives will 
ask new agencies to fill out a 
credit form, especially developed 
by the group. The form is de- 
signed to give information regard- 
ing financial strength of the 
agency (all assets and all out- 
standing obligations) and covers 
such factors as experience of 
principals in advertising, state- 
ment of ownership, number of 
full-time employes, etc. 

The completed form will be 
submitted by the representative 


LAURENCE, INC. 


547 SOUTH CLARK STREET * CHICAGO WABASH 62: 


tor quality 


“photo engravings 


concerned to his publisher, who 
will decide whether credit may 
be extended, or if cash must be 
obtained with the order. The data 
will not be sought from estab- 
lished agencies having recognition 
from other media or agency 
groups. 
Will Publish Information 


The representatives have joined 
the Los Angeles Credit Managers’ 
Association, affiliated with the 
National Association of Credit 
Men, and the local credit group 
will serve as a clearing house for 
the data collected, making it 
available to all participating rep- 
resentatives. In addition, each 
representative will ask the pub- 
lisher(s) he represents to furnish 
him with information as to the 
30-60-90-day agency delinquents 
in the area. This information, 
when given to the credit associa- 
tion, will be published every two 
weeks in coded form, and sent to 
cooperating representatives. Names 
of representatives or publishers 


furnishing the information will not 
be revealed to other participating 
representatives. 


Publishers Enthusiastic 


Publishers of 20 leading maga- 
zines and trade papers already 
have been queried and have in- 
dicated enthusiastic endorsement 
of the plan and a willingness to 
furnish past due information. The 
past due sheet will be similar to 
those now used by some publisher 
groups, but the frequency of pub- 
lication is greater than is usual. 

The plan has been under con- 
sideration for some time. Aside 
from the growing concern na- 
tionally of publishers who have 
experienced an increase in agency 
delinquencies, southern California 
is labelled a number one trouble 
spot. Agencies mushroomed dur- 
ing the war and postwar periods, 
increasing in number by an esti- 
mated 400%. Many of the new 
agencies are felt to be lacking in 
adequate operating capital. 

The increase in agencies has 


Of the 33,500 total circulation of Hardware Age, 6000 copies go to 
wholesalers. That’s more than 65% better coverage than is delivered 
by any other hardware paper. 
Why such an overwhelming preference for Hardware Age? 
More than 93 years of publishing experience gives Hardware Age 
a good understanding of the reader’s wants. Hardware men at every 
distribution level know that every other Thursday they’ll find the 
information they need reported, interpreted and presented the way 
they want it — in Hardware Age. 
That’s why they’ve given Hardware Age the largest circulation — 
and the only wholly voluntary prepaid circulation — of all national 
hardware trade magazines. Advertisers recognize the importance of 
this difference in coverage; they place more than 70% of their 
national trade advertising in Hardware Age. 


does HARDWARE AGE rate 


top place with Hardware 


HARDWARE AGE 


A Chilton Q Publication 


@ Charter Member @® 


100 EAST 42nd STREET NEW YORK: 17, 'N. Y. 
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created a competitive situation 
among small agencies, which 
sometimes take accounts that are 
not financially sound. This is a 
major concern, since it is expected 
that an increasing number of 
war-expanded, or war-baby com. 
panies may experience financia] 
difficulties in increasingly com- 
petitive markets. An outstanding 
example is an agency in the area 
which recently was left holding 
the bag for $80,000 when its major 
account went bankrupt. 


Trouble Spots Indicated 


Once the financial responsibility 
of an agency is established, the 
30-60-90-day past due sheet is ex. 
pected to indicate agencies head- 
ing for trouble, either through 
their own business operations or 
those of principal accounts. When 
the paying trend ef an agency be- 
gins to deteriorate, the representa- 
tives’ agency relations committee, 
which formulated the plan, will 
work with the agency to try and 
improve the situation. 

The committee, which was ap- 
pointed by Loyd Chappell, imme- 
diate past president, consists of 
Walter S. Reilly, chairman, Ned 
Brydone-Jack, Robert H. Deibler, 
Robert F. Gardner and Ralph W. 
Harker. The credit form devised 
by the committee is based on a 
study of membership and recog- 
nition data required by the Cleve- 
land Media Group, Southern Cali- 
fornia Advertising Agency Asso- 
ciation, New York Publishers As- 
sociation, Oregon State Newspaper 
Publishers Association, Los An- 
geles Newspaper Publishers Asso- 
ciation, California Newspaper 
Publishers Association, Southern 
California Newspaper Representa- 
tives Association, and others. 


Information Need Cited 


The plan was conceived by the 
committee when growing concern 
over credit problems, and the fact 
that representatives are sales or- 
ganizations without credit man- 
ager facilities, indicated a need for 
an exchange of credit information 
ameng representatives. With the 
acceptance of the plan by a ma- 
jority of the membership, the 
committee believes the procedure 
will be beneficial to both the 
buyer and the seller. The seller, 
or representative, can protect him- 
self and the new agency is given 
the opportunity to establish a firm 
credit rating. 

One of the participating organi- 
zations has been obtaining credit 
information from new agencies 
on a standard form for the past 
two years, and reports a generally 
favorable acceptance. When an 
unsatisfactory statement is re- 
ceived, this representative has re- 
quired cash with order. In most 
cases the publisher has made the 
decision. 


List 14 Organizations 


The 14 representative organiza- 
tions cooperating in the plan are: 
Ned Brydone-Jack, Loyd Chap- 
pell, Ralph W. Harker & Asso- 
ciates, Henry & Simpson, Aaron 
Rothenburg, Simpson-Reilly, Ltd., 
Robert W. Walker Company, 
Brand & Brand, Blanchard-Nichols, 
Inc., Robert H. Deibler & Asso- 
ciates, Keenan & Eickelberg, Roy 
MacDonald Company, Duncan 
Scott & Company, and Bob Wett- 
stein. 

Participation is open to remain- 
ing members of the Magazine 
Representatives Association of 
Southern California, including 
those who are branch managers 
of magazines. The group will per- 
mit other similar groups to use 
their form. Information can be 
obtained by writing Frank Hax, 
Los Angeles Credit Managers’ As- 
sociation, 1501 W. 8th St., Los 
Angeles. 


Goodman to Ideas 


Sidney L. Goodman Clothes, 
Inc., New York, has appointed Ad- 
vertising Ideas, Inc., New York, 


to handle its advertising. 
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* Mr. Hearst’s words are as timely today as they were in 
1938. A few Reds and Fellow Travelers have been fired from 
- government jobs. Thousands more have not. 


of | These alien agitators and hate propagandists are due for 
m4 '..a patriotic American housecleaning that must go into every 
' nook and cranny of organized subversion. 


Flearst Newspapers once again 
x | call on the Government to 


Our Reds 


FROM AN EDITORIAL BY 


William Randolph Hearst 


PUBLISHED IN THE HEARST NEWSPAPERS APRIL 27, 1938 


“Communists, Fascists and Nazis are all of the 
same color and odor. They are all rats gnawing at 
the same foundation of Americanism. 


“The American people are sick and tired of the 
whole rotten business of foreign flag-waving and 
alien thinking that is the brazen and scheming 
ritual of these enemies of America. 


“We are thoroughly fed up with all the sham and 
pretense to democratic purposes under which they 
falsely cloak their real hate and contempt for Ameri- 
can democracy. 


“We have too long been tolerant of intolerance. 


“We have too long harbored the scheming hordes 
of Red Anarchists and other imported or domestic 
destructionists who plot against us in guise of harm- 
less liberalists and crackpot idealists. 


“It is time to get them out of America. 


“Tf these agitators advocate and approve the 
Communistic conditions which prevail in Russia, 
deport these alien sympathizers to Russia where 
they can enjoy those conditions to the fullest extent. 


“Let them starve with the farmers. Let them 
sweat and slave with the laborers for less than a 
living wage. Let them try to express free opinions 
in Russia and face a firing squad.” 
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And since 1941 —when this photograph was made—it has 


become even easier to listen to CBS. 


That’s one reason why one network, CBS, with its 99,000,000 
different listeners each week, reaches more people than 
read all the magazines published in the United States. 


For CBS today has achieved the best “‘balance”’ of facilities 

in all Radio; with more high-powered, and fewer low-powered 
stations, than any other network. And since 1941 almost 
every CBS station — 150 out of 162—has made specific 


major technological improvements. 


In the past year alone, CBS stations have added 230,000 watts 
of extra power; far more power than any other network increase— 


almost as much added power as all the other networks combined. 


No wonder that CBS delivers its large audience to advertisers 
at a lower cost than any other network. And that latest reports 
show that the largest individual audiences in all radio are 

the CBS audiences of the LUX RADIO THEATRE in the evening, 
the ARTHUR GODFREY sHow in the daytime. 

And that more of the hundred largest users of Radio are 

on CBS than on any other network. 


Columbia Broadcasting System 


—where 99,000,000 people gather every week © 
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The American Tobacco Case 


The resignation of the American 
Tobacco Company account by 
Foote, Cone & Belding, which 
electrified the advertising busi- 
ness a week ago, will continue to 
cause discussion for months, and 
perhaps years to come. 

Every one will have his own 
private explanation of the cause 
for this unprecedented action, 
gathered principally from whole 
cloth or from “inside” sources of 
dubious character. 

As nearly as we can determine, 
the resignation was not based on 
an incident or a quarrel, but was 
the culmination of a long-stand- 
ing set of conditions which the 
agency ultimately decided had 
reached an unbearable state. The 
final paragraph of AA’s news 
story on the event, last week, 
probably pointed the most direct 
finger at the cause. In his own 
quiet way, it said, President Vin- 
cent Riggio dominated American 
Tobacco advertising as completely 
as ever did George Washington 
Hill. Mr. Riggio’s thinking on ad- 
vertising apparently did not jibe 
with FC&B’s, although it may jibe 
perfectly with that of the new 
agencies which have been ap- 
pointed. 

There are those who will find 
huge enjoyment in the break-up 
of this long agency-client relation- 
ship. There are others who stand 
aghast at the audacity of an ad- 


vertising agency which voluntarily 
relinquishes the biggest single 
chunk of commissionable business 
in the world. But thoughtful ad- 
vertising men cannot help but ap- 
plaud an action which many think 
strikes a significant blow for the 
good of advertising. 

In a strange sense, resignation 
of Foote, Cone & Belding from 
the American Tobacco account 
makes “The Hucksters,” written 
by ex-FC&B-man Fred Wakeman, 
a prophetic tale—in the sense that 
“The Hucksters” hero, unable to 
reconcile his conscience with his 
financial well-being, chucked the 
whole thing. FC&B has now done 
that very thing, to the tune of 
$12,000,000 worth of billing a year. 

The very action should help 
lend stature to the entire adver- 
tising business. It demonstrates, 
too convincingly to be overlooked, 
that an agency-client relationship 
need not, and should not, resemble 
a master-slave relationship in any 
way. It indicates that the agency 
business is growing up and assum- 
ing professional status, with stand- 
ards which must be maintained, 
even at substantial financial cost. 

We have the curious notion that 
the FC&B resignation will some- 
how make for better, more judi- 
cious client-agency relationships, 
on a plane more nearly approach- 
ing professionalism, throughout 


the advertising field. 


It's a Fascinating Business 


One of the most fascinating 
things about this business (and at 
times the most frustrating) is the 
fact that it is almost never pos- 
sible to demonstrate that one par- 
ticular way of doing something is 
better than any other way of do- 
ing the same thing. 

Currently, the financial adver- 
tising field, of all places, is pro- 
viding an interesting demonstra- 
tion of this fact. 

A couple of weeks ago Roland 
Palmedo of the Lehman Brothers 
investment banking firm released 
the results of a study he had made 
among 600 “professional” buyers 
of investment securities. He found 
the staid, unlovely advertising of 
new securities and investments 
surprisingly effective. More than 
half of his sample said they “al- 
ways” read new issue ads, almost 
half “always” notice the names of 
the underwriters listed, and more 
than four out of five say that such 
advertising influences them in 
their ratings of the size, prestige 


and dependability of underwriters. 

Mr. Palmedo naturally con- 
cluded that “tombstone” advertis- 
ing is not to be sneered at, and is 
indeed extremely effective adver- 
tising. 

But hardly had the ink dried on 
his report before John T. Mc- 
Kenzie of Standard & Poor’s Cor- 
poration, one of the largest an- 
alytical and statistical organiza- 
tions in the financial field, issued 
a bulletin in which he took “tomb- 
stone” advertising apart at the 
seams, with the greatest gusto. 

“The financial pages of news- 
papers from coast to coast and the 
investment ‘trade papers’ are filled 


with tombstone advertisements 
that are packed with this kind of | trary. 


dignity — completely devoid of 
salesmanship . . . devoid of read- 
ership . . . devoid of a single glow 
of human warmth,” fulminated 
Mr. McKenzie. 

As we said, this is a fascinating 
business. You pays your money 
and you takes your choice. 


"....and now, ladies and gentlemen, a special request from my sponsor.” 


Statistic Static 

A friend of ours, exposed more 
often to the research gentry than 
is wise, has begun to talk in his 
sleep. His wife, who takes fine 
shorthand, says the transcript goes 
like this: 

“You cannot chart the course of 
a business unless you are able to 
insert the objectives of the enter- 
prise into the employe’s frame of 
reference. By comparing the fig- 
ures in table A with those on Page 
74 it is obvious that while shop- 
pers really wanted to buy table 
salt they have been concealing 
their purchases by getting them 
from distributor points, and full 
fathom five thy father lies, of his 
bones are correlations made. — 
“You take the quota sample, in 
which interviewers are permitted 
to follow only certain routes, skip- 
ping every third home but not 
more than two to a block, with re- 
call aided by interviewing in 
depth, followed by a patterned re- 
action and The New Look. For 
after all, dership isn’t every- 
thing, it’s sales that count, al- 
though statistically percentages 
are deceptive. 

“And while your client may be 
impressed by Hooper it’s well to 
remember that what really pays 
off is box tops and you can im- 
agine what would have happened 
if Kinsey had relied on a mail 
questionnaire. That means you’re 
discounting the export business, 
but the rising number of people 
in the labor force indicates no 
possibility of a slump although a 
coincidental check has its advan- 
tages. 

“When the bureau says all busi- 
ness is local I say amen, and the 
depth of our penetration is hardly 
measurable by standard methods, 
because the numerous psycho- 
logical developments involved in 
making a purchase are so com- 
plex you'll never get them by 
Petrillo. So much depends on 
your Nielsen position, as against 
your capacity, plant-wise, that is, 
that blimps are hardly the thing 
for hot dogs, Politz to the con- 
“As for me, you. can take the 
Harvard Business School and 
shove it right into Buick’s back- 
log without disturbing a single 
quartile rating, and new business 
is very largely a matter of dis- 
covering what the client is likely 
to be wrong about and catering 
to it. Percentages aren’t the same 


as numbers, as you'll discover if 
you examine the number of times 
Stanky got on base compared to 
his batting average you’ll see why 
the seller’s market is a thing of 
the past. 
“By the time he had. given a 
fuller explanation there wasn’t a 
lucid brain in the room, and the 
hipper-dipper that goes on in con- 
versation any, more will bear com- 
parison with any other marketing 


plan ever presented to any adver- 


tiser, anywhere. Certainly you 
can go out and spend a lot of 
money trying, to develop this data, 
but the field is changing so fast 
any more that you’re lucky if the 
guy isn’t reading Crosby every 
morning and the racing sheet in 
the afternoon, and for my money 
you can develop that stuff from 
MAB with a repeat for the West 
Coast. 

“The big advantage of the slide 
film is that |it puts everyone in 
the dark without allowing for con- 
fusion controls or for interviewer 
bias. The biggest research men 
in the country have been all over 


this thing trying to poke holes in| 


it, and believe me it'll hold water 
over the sample and I just 
wouldn’t go that high for Jolson. 

“No matter what they say extra 
circulation doesn’t have the same 
value as the original Audimeter 
and the returns from local disk 
jocks made by Psychological Cor- 
poration will depend a great deal 


on what Winchell says about the). 


original test market cities. I have 
always found hitch-hikes more 
trouble than chain stores but if 
you’re doing all right in the sup- 
ermarkets you probably won’t get 
much help from the Journal of the 
American Marketing Association. 
He said he thought his presenta- 
tion was jerky and I agree with 
him. . .” 


when he was 
war. 


Jottings 

Krupnick & Associates, St. 
Louis agency, found a case of 
Fairy Soap (remember?) and 
shrewdly used it on clients and 
prospective clients to hammer 
home the value of advertising. . . 

New Look Note: the first auto- 
mobile sales: force composed en- 
tirely of women will shortly be 
added to the present sales organ- 
ization of Kaiser-Frazer in Chi- 
cago... 


masterminding the 


brochure. 


Advertising April 5, 
Information 


Advertisers | 


The following documents may be 
secured without charge from com. 
panies sponsoring them or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
Acg, 100 E. Ohio St., Chicago 1], 


No. 3036. Parents’ Magazine’s An. 
nual Report to Advertisers. 

In this brochure, Parents’- Maga- 
zine summarizes its advertising 
revenues, 1928-1947, and its cir. 
culation from the first issue (Oc. 
tobér, 1926) to January, 1948. The 
report lists Parents’ advertisers, 


|showing products advertised, tota] 


years’ use of the magazine and 
total advertisements through 1947, 


No. 3037. The 1948 Listening 
Habits of Wausau, Wis. 

The Milwaukee Journal Station 
WSAU, Wausau, Wis., has issued 
this survey of listening habits, 
based on 11,265 completed calls, 
Five-day averages,. Monday-Fri- 
day, are tabulated for daytime 
and nighttime listening. 


No. 3038. Your Best Customers in 
Canada. 

Time Canadian reports on its 
circulation and readership in this 
booklet. Details are given for 
readers’ family size, occupations, 
education, ownership of homes, 
autos, radios and appliances, and 
the study indicates the influence 
of Time’s Canadian subscribers on 
industrial purchases. 


No. 3039. Portrait of a Great 
Radio Station. 

Station KOMO, Seattle, has is- 
sued this profusely illustrated 
brochure to present in pictures its 
new, ultra modern studios. 


No. 3040. Manufacturing Plant 
Census af New Jersey. 

This analysis, made by the re- 
search department of Mill and 
Factory, contains numerous tables 
covering manufacturing in the 
state of New Jersey, including 
1947 manufacturing employment; 
classification of plants by industry 
and employe size groups, location 
of plants, etc. 


No. 2953. How Pathfinder Be- 
came America’s Second Larg- 
. est News Magazine. 

_ Pathfinder has issued this re- 
port, which tells about the growth 
and progress of Pathfinder since it 
was purchased by Farm Journal 
in 1943. The report covers edi- 
torial content, circulation, adver- 
tisers, readership and market. 


No. 2993. The Bright Spot. 

The metropolitan Oakland mar- 
ket is covered in detail in this 
brochure, issued by the Oakland 
Tribune. Replete with illustra- 
tions, tables and graphs, the study 
includes data on population, in- 
dustry, income, sales and many 
other factors, and a circulation 
analysis of the newspaper. 


ey ‘No. 2967. Annual Report Adver- 
She says it’s worse than it was} 


tising. 

The subtitle of this brochure, 
issued by the New York Times, is 
“How companies like your own 
put [annual report advertising] to 
work to make shareholders, em- 
ployes and customers into under- 
standing friends and supporters.” 
Examples of ads used by numer- 
ous companies are reproduced. 


No. 2941. Spotlight on Sales. 

_ The American Home Spotlight 
of the Month, the publication’s de- 
partment store m andising 
plan, gets the spot with €xamples 
and illustrations of its use in this 
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& Ww. LORD, Empire State Building, N.Y.C. 


Longacre 5-5232 


West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., 


YOU'LL 

DEUCE 

FIX 

WITH 

OUT-OF-DATE “FIGURES!” 


You need today’s facts and 


figures on Philadelphia— 
America’s 3rd market ! 


Inquirer FIRST in Philadelphia 


DAILY AND SUNDay 


Research confirms it. Today’s most marked factor 
in marketing is—change! Note the marked 

change in Philadelphia. First in advertising . . . and 
productivity... is THE INQUIRER! 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia 


ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Andover 6270 Cadillac 6005 
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Tom Lowey, formerly adver- 
tising manager of Lucky Stores, 
In¢., northern California grocery 
chain, has, joined the San Fran- 
cisco office of Frank Wright Na- 

/ tional Company as merchandis- 
ing director. New accounts of 
the agency are: Miraclean Cor- 
poration, Paso Robles, Cal.; Oro 
Chemical Company, Los Angeles, 
and Grace Brothers Brewery, 

Santa Rosa, Cal. 


Schedule Ad Exhibit 

The Fourth Annual Exhibit of 
St. Louis Advertising, sponsored 
by the Women’s Advertising Club 
of St. Louis, will be held at the 
Hotel Jefferson May 11-13. 


FR 
proofs No. 108. No obliga- 
tions. EYE*C. . 
88 &t., N. ¥. C. 16 


McGraw-Hill Nets 
$2,476,451 in ‘47 


New Yorx—Gross revenue for 
the McGraw-Hill Publishing Com- 
pany in 1947 was $38,924,712—an 
increase of $6,324,524 over the 
figure for 1946. 

The net income for last year— 
$2,476,451— was also higher 
than the $2,147,122 netted the pre- 
ceding year. The annual report 
to stockholders points out that in- 
creased sales volume was “offset 
in large part by increased costs 
and operating expenses, the most 
serious of which is printing.” 

Earnings were at $4.36 per 
share on the 568,400 shares of 
stock outstanding at the end of 


the year, compared with $3.77 per 


share the preceding year. 


McGRAW-HILL DIGEST 
ACCEPTED BY ABC 

New Yorxk—The McGraw-Hill 
Digest, pocket-size monthly which 
covers worldwide business, indus- 


‘trial, engineering and technical 
| developments, has joined the 
‘Audit Bureau of Circulations as 
the first export business paper to 
qualify for membership. 

John F. Chapman is publisher 
of the Digest, which summarizes 
material published in the 27 other 
McGraw-Hill magazines as well 
as in new McGraw-Hill books. 


Maps Radio Campaign 

A special spring campaign of 
dealer tie-in newspaper copy in 
dailies and weeklies of the 11 
western states will be launched by 
Hoffman Radio Corporation, Los 
Angeles,’ this month. The new 
Hoffman “Furniture Four” will 
be featured. The basic idea is to 
offer period designed cabinets to 
fit into any home decorative plan. 
Direct mail and dealer helps will 


paign. 


Adds Mitchell 

Verd. V. Mitchell Jr. has joined 
the Chicago advertising staff of 
Progressive Farmer. 


hg 


FURNITURE ADVERTISERS 1947 


(Kensington, Inc.) 


Aluminum Co. of America Lexington Chair Co 
Li 


American Chair Co 


Dunbar Furniture Mfg. € 


Upholstery Corp. 


Eclipse Sleep Products, Inc....._ Princely-Built Products 


Red Li 
Everlast Metal Products Corp. Rockford 


“Jamestown-Royal H. H. Turchin 


_Johnson-Carper. Urban Furniture Co., Inc.. 


Baker Furniture, Inc Mode 

r Falls Co Molla, ine. 


Furni 
arlor Furnit : ur 
Grand Rapid Co..... Furniture Corp, 
Forniture Selig Mfg. Co ‘Ine 
She 


Valentine-Seay. 
Co. Ine Vanderley Bros., 


Kerns Pine y 
be Kindel Farniture Co. 

Kittinger Co, 


Widdieomb Furniture Co 


your 


supplement the newspaper cam- 


It’s good news that Joseph A. Ahlers, gen’l mgr. of Automotive 
Digest, Cincinnati, and his wife, Sylvia, are rapidly recovering from 
injuries sustained in an auto accident March 13 near Marysvi'le, 
Tenn., on their return from a vacation in Tampa. Mrs. Ahlers has 
been discharged from the hospital in Marysville, and “Joe” expects 
to return to Cincinnati soon. . . 

William H. Weintraub, president of the agency bearing his name, 
and Mrs. Suzanne Van Alen Murray of New York were betrothed 
last month ... Robert Unanue, assistant director of Latin American 


Relations for CBS, 
is in Bogota, Colom- 
bia, to report, by 
shortwave, the events 
of the Ninth Interna- 


tional Conference of 


American States... 

Whitelaw Reid, ed- 
itor of the New York 
Herald Tribune, and 
‘Joan Brandon, whose 
mother, Mrs. Dorothy 
Brandon, is a mem- 
ber of the editorial 
staff of the Tribune, 
have set their wed- 
ding date for July... 

The Association of 
Radio News Analysts 
has elected John 
MacVane, who is UN 
correspondent for 
NBC and president of 
the Standing Com- 
mittee of the United 
Nations Broadcasters, 
president for the 
coming year. He suc- 
ceeds NBC News An- 
alyst H. V. Kalten- 


. born in that office.. 


GETS A.D. DEGREE—A 10-gallon morter board 

oes to E. A. Gauthier, a past. president of the 

gon Antonio Adclub, who received a “doctor of 

advertising” degree from the University of Texas 

chapter, Alpha Delta Sigma, professional advertis- 

ing fraternity. Helping with the try-on is Billy Hart, 
president of the chapter. 


Marcia Ninette Aldrich of NBC and Raymond Lawrence, who is 
with the Chilton Company, will wed in May ... Victor Oris- 
tano,-a member of H. A. Bruno & Associates, New York publicity 
firm, was married recently to Joan Maass of New Tern. + 

‘Charles E. Murphy was tendered a testimonial luncheon on April 
2 by his friends at the New York Advertising Club, commemorating 

‘his induction as Justice of the Supreme Court of the State of New 
. York several months ago. The special luncheon committee, headed 
by Gilbert T. Hodges, chairman of the executive committee, New 
York Sun, gifted Charlie with a Tiffany hall clock and leather- 
bound volume containing the names of all contributors .. . 
Sales and dealer organizations of the Hoover Co. in cities between 


Chicago and New York have been giving testimonial luncheons 
for Thomas F. Kelly, who retired April 1 as director of dealer 
relations, after nearly 30 years with the company. Mr. Kelly and 
his wife expect to move to Denver to be near their children and 


their families. . . 


THEY CAN TAKE IT—The two sparsely-thatched gagsters-are P. Evert Landon 
(left center), general manager ‘of Nalley’s, Inc., Tacoma, and R. P. (Dick) Milne, 
president of Milne & Co., veteran Seattle agency man, at a party honoring Mr. 
_ Milne before he left for a six-months vacation in the British Isles and western 
Europe. Enjoying the fun are Ray Felton, of the Felton Agency, Seattle (left), 

- and Art Gerbel, commercial manager of Station KJR. 


Raymond P. Locke, pres. of Tracy-Locke Co., Dallas, has been 
getting messages of felicitation from all around on the occasion of 
the agency’s 35th anniversary. . . Jerome Robins, of Madison. Adver- 
tising Co., Beverly Hills, Cal., has been named director of the Los 
Angeles Public Advisory Program. to publicize the slogan sos, 
meaning “Stamp Out Smog.”. . ; ' 

Bush Jones, nat’] ad mgr. of the Fort Worth Star-Telegram, took 
part in the proceedings of a dinner given by the Forth Worth Sales 
Executives Club by presenting the George Muehlebach Brewing 
Co.’s 47 award for the best wholesaler merchandising and adver- 

_tising to J. F. Hemphill, of the T. E. Mercer Co., Forth Worth... 
Capt. Robert Cranston, formerly with Station KGKO, Fort Worth, 
has begun his second year as chief of the Army’s Blue Danube 
Network, comprising WOFA; Vienna; KCZA, Salzburg, and KOFA, 
Linz. Capt. Cranston is the son of George Cranston, gen’! mgr. of 

WBAO, Fort Worth. . 

_° The “careers and sub caréers” of Henry Blackman Sell make in- 
teresting reading in the “profile” running currently in The New 

Yorker. He’s the chairman of Blaker Advertising Agency, and 
heads Sell’s Meat Specialties, New York... 
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That 


rare faculty called 


alertness' 


N BUYING advertising space, there is a great 
deal more than meets the eye. 


For example, one of the most valuable assets of 
an expert media department is that rare faculty 
called “editorial alertness.”’ 


This is the ability to sense when an established 
and apparently healthy publication is, for edi- 
torial reasons, going to falter and/or fold. 


It’s the ability to tell when a publication— 
through a change of editorial policy or a swing 
in public taste—will enjoy a sudden increase in 
popularity. 


It’s the ability to predict whether a new pub- 
lication will climb steadily to success—or will 
slide gently into oblivion. 

When an agency has a high degree of edi- 
torial alertness, its clients need not fear that 
they are spending money in a publication 
which is losing its advertising potency. 

And they know they will be found among 
the first, favored users of new publications 
destined for brilliant editorial futures. 


Editorial alertness is a quality which, we believe, 
you will find in high degree at Young & Rubicam. 


YOUNG & RUBICAM, INC. 
ADVERTISING | 


New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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@ Outdoor Adver- 
tising Bulletin 
Colors 


@ Ronamel 
Speed Finish 


@ Gloss Exterior 
Process Enamel 


@ Flat Screen 
rocess lors 


@ Pictorial Oil 
Colors 


@ Superfine 
Japan Colors 


Weather-Tested Colors 


by Ronan 


THE STANDARD OF SPECIFICATION 

FOR OUTDOOR ADVERTISING, NEON 

SIGNS AND COMMERICIAL VEHICLE 
FLEETS 


Your message will sparkle brighter and longer 
when you specify the use of Ronan Colors for all 
painted advertising. 


For permanence, for brilliance — use RONAMEL 
for backgrounds; RON-KOTE BULLETIN COLORS 
for lettering. 


Write today to learn how Ronan Colors can save 
you money. 


@ Master Color Grinders to the Advertising Arts for more than half a century 


420 Lexington Avenue 
York 17, New York 


Issues Engineers’ Annual 


“The Engineering Societies 
Yearbook, 1948,” published last 
month by the American Society 
of Mechanical Engineers, under 
the sponsorship of the Engineers 
Joint Council, describes eight in- 
ternational engineering organiza- 
tions, and 275 United States and 
35 Canadian societies. There are 
also sections on student branches 
of the national societies, engineer- 
ing employe organizations, state 
registration boards and on ac- 
credited engineering colleges and 
curricula. Price of the yearbook 
is $3 and copies are available from 
the ns 29 W. 39th St., New 
York. 


Neon Appoints Blissell 
James N. Blissell has been ap- 
pointed sales promotion manager 
of Neon Products, Inc., Lima, O. 
Before joining Neon, he was a 
partner in the operation of an 


Senate to Hear 
Arguments Over 
Liquor Ad Bill 


WasHINGTON — The Senate in- 
terstate commerce committee has 
announced that hearings will be 
held April 21 on two new bills 
designed to prevent liquor in- 
terests from associating their 
product with social prestige and 
American family tradition. 

The bills, sponsored by Senator 
Clyde Reed (R., Kan.), and Ed- 
win C. Johnson (R., Colo.), were 
introduced as an outgrowth of 
hearings on more sweeping pro- 
posals by Senator Arthur Capper 
(R., Kan.) which would entirely 
prohibit liquor and beer advertis- 
ing by press and radio. 

Following hearings on the Cap- 
per bill last spring, Senators Reed 
and Johnson doubted the work- 


advertising agency in Lima. 


Yanqui skippers carried cargoes of 
trade goods around the Horn, put into 
Yerba Buena harbor . . . and made San 
Francisco a trading post and supply center 
a century before it acquired its name... 
The commerce of clipper ships and tent 
stores continues in the huge Merchandise 
Mart, second only to Chicago’s. 

The largest commercial building west 
of the Mississippi houses seven wholesale 
markets . . . furniture, floor coverings, 
radios and appliances, gifts, housewares, 
textiles, linens and toys. Some 1,600 of the 
country’s best firms make San Francisco’s 
Mart their Western sales headquarters. 


From all parts of the West, Canada, 
Alaska, Latin America, the Pacific Islands, 
Australia, China, France...60,000 dealers 
and buyers come to the Mart, spend some 
$500,000,000 a year under one roof.. . 


Chronicle 


make San Francisco a major market for 
home furnishings and furniture. : 
But much of the Merchandise Mart’s 
outlet today is local—in the Bay Area and 
Northern California. Wartime jobs and 
the armed forces acquainted millions of 
people with the country and the life. 
Most of the workers stayed. Many of the 
servicemen brought their wives back to 
stay. The need for housing, and the needs 


of homes, will not be filled for years. 
Employment stays high, bank balances 
hold an all-time peak. New population, 
and young families give San Francisco 
exceptional promise for the advertiser . . . 
and The Chronicle exceptional potency. 
Home owned, home grown since 185 4, 
The Chronicle has missed few issues, 


Sawyer, Fercuson, WALKER Co., National Representatives, 


New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 


Merchandise Mart to the West! 


got where it is, and manages to grow by 
being the best newspaper we know how 
to produce—in a twenty-four hour day. 

Written and edited to interest peopie, 
The Chronicle comes pretty close to a 
classless newspaper. It is read by leading 
citizens and labor unions, business men, 
bus drivers, book-lovers and people who 
listen to basketball broadcasts . . . women 
in mink coats and supermarket customers, 
old timers and teen-agers. 


Variep appeal of local and national 
news geis a variegated audience—both of 
which give it unusual versatility as an 
advertising medium. It is the staff of life 
for the leading specialty shops, carries the 
heaviest load for major department stores; 
and rustles up a lot of receipts for the 
MarketStreet buyers who have something 
on the ball. The Chronicle can get actiofi\ 
for bubble gum or bond issues, or any 
consumer product credibly advertised. 
The SFW man will give the details. 
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ability of the Capper proposal 
Instead they propose to amend the 
Federal Trade Commission Act to 
define some of ‘the more popular 
liquor copy approaches as “false 
and misleading.” 


Prestig e Copy Misleading’ _ 


The Reed bill (S. 2352) amends 
the FTC act to read: “In the cage 
of an alcoholic beverage, an ad 
vertisement shall be deemed migs 
leading in a material respect if 
such advertisement representa 
tions are made or suggested by 
statement, word, design, device, 
sound or any combination thereof, 
that the use of such alcoholic 
beverage: (a) is beneficial to the 
health or contributes to physical 
up-building, (b) will increase so. 
cial or husiness standing or pres. 
tige, or (c) is traditional in 
American family life or is or 
should be a part of the atmos- 
phere of the American home.” 

A bill by Senator Johnson (§. 
2365) limits liquor, beer and wine 
ads to facsimiles of the bottles, 
container and label. Such fac- 
similes are not to exceed the size 
of the bottle, container or label, 
and no advertisement could con- 
tain more than three such fac- 
similes. 


New Lever Show 


Lever Bros.’ new daytime radio 
show, “Junior Miss,” started April 
3 over CBS. The time is 11:30 
a.m. to 12 noon, EST. The series, 
based on Sally Benson’s best 
seller, will plug Pepsodent and 
other products. It is placed 
through Needham, Louis & Bror- 
by, Chicago. 


Steele Joins Wood 


Edgar A. Steele, formerly di- 
rector of research for the Re- 
search Company of America, New 
York, has joined A. J. Wood & 
Co., market research firm, as re- 
gional sales director of the New 
York office. 


A Technique for 
Producing \deas 
by 


James Webb Young 


Where do the moneymaking ideas 
come from—those ideas that make suc- 
cessful novels, radio programs, moving 
pictures, sales campaigns and business? 
James Webb Young, one of the highest 
paid idea men in the advertising busi- 
ness, set out to answer this question 
for his students at the University of 
Chicago. The result is a little book 
that you can read in an hour but will 
remember the rest of your life. In the 
simplest and clearest of language Mr. 
Young has- succeeded in describing the 
way the mind works in all creative 
people. He gives you the formula 
which they consciously or +unconsci- 
ously follow in producing ideas. He 
shows you how to train your mind so 
that idea production is, as he says, “as 
definite as the process by which motor 
cars are produced.” Enthusiastically 
endorsed sales managers, editors, 
college professors, poets, advertising 
men, salesmen and business executives 
who have read it. 


Send for your copy of A TECH- 
NIQUE FOR PRODUCING 
IDEAS now. Only $1 postpaid. 


Advertising Publications, Inc. 
100 E. Ohio Street, Chicago 11, Illinois 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 

Div. 915 

100 E. Ohio St., Chicago 11, Il. 

Gentlemen: 
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AT&T's Net Video 
Rates Are Lower 


New Yorx—A revised scale of 
$35 per month per airline mile 
for eight consecutive hours’ daily 
use of the network facilities of 
American Telephone & Telegraph 
Company was to be filed last 
week with the FCC. 

Commercial operation of AT&T’s 
intercity video links, which tele- 
casters have been using gratis, 
will begin May 1 by FCC authori- 
zation. 

Several months ago the com- 
pany filed with the commission 
for a rate of $40 per circuit mile 
per month for television. This 
rate subsequently was withdrawn 
after.a wave of criticism from 
telecasters. ° 

The revised schedule includes: 
$1 per airline mile for the first 
hour of use on a part-time basis 
and 25 cents for each additional 


(Advertisement) 


Don’t Use a Spade 
When a Steam 


Shovel’s Needed 


By Herbert R. Bayle, 

Vice President and Media 
Director, Brooke, Smith, 
French & Dorrance, Inc.; 
Detroit 


Selling would be much easier if 
the seller knew exactly, down to 
the last man, who his Grade A 
prospects would be for the next 
five years. 


Unfortunately, there is no crystal 
ball that gives that information. 
The man who will be a Grade A 
prospect in 1951 may be only a 
Class D prospect today. And even 
said Grade A prospect may be in- 
fluenced by a friend or colleague 
who is not an apparent prospect 
at all. 


It’s folly to try and peck away at 
a market with a spade when a 
steam shovel is what you really 
need — a steam shovel that will 
bite off huge chunks of the mar- 
ket, taking in all of the Grade A 
prospects, and plenty of the X, Y, 
and Z prospects as well. 


As I see it, the ideal media in any 
market are those which provide 
big mass coverage of that market 
and at the same time permit a 
reasonably high degree of selec- 
tivity. That way you’re digging 
with a steam shovel—in the right 
ditch. 


* 


This column is_ sponsored by 
Nation’s Business to promote the 
use of a “mass technique” in sell- 
ing the business market of Amer- 
ica. 


Four leading general business 
magazines offer you in 1948 a 
combined circulation of 1,285,000 
executive subscribers, over 15 mil- 
lion pages a year on 12-13 time 


schedule. The combined rate for a 


black-and-white page in all four 
papers is only about $9,725. 


Guaranteed Circulation B&W Page 


Nation’s Business. ..575,000 $3,000 
U. S. News— 

World Report ..... 300,000 2,400 
Business Week ....175,000 1,575 


We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able. Nation’s Business, Wash- 
ington, D. C. 


consecutive 15 minutes; $500 ($750 
in the earlier schedule) monthly 
charge for connecting stations to 
the network for eight consecu- 
tive hours daily, and $200 per 
month for occasional use, plus $10 
per hour of telecasting. 


WIPS to Join ABC 

WJPS, Evansville, Ind. station 
now under construction, will af- 
filiate with ABC, effective Aug. 1. 
The station will operate on 5,000 
watts day and 1,000 watts night. 


Tom Collins Jr. to Sive 


Leonard M. Sive & Associates, 
Cincinnati, has been named to 
handle the Cincinnati, Dayton and 
Louisville advertising of Tom Col- 
lins. Jr., Cincinnati, lemon~ bever- 
age.. The entire account is now 
placed with Sive. Newspapers, 
radio and point-of-sale material 
will be used. 


Behike Elected V.P. 


Harold L. Behike, formerly ad- 
vertising director of U. S. News 


and World Report, has _ been 
elected vice-president in charge of 
advertising of the United States 
News Publishing Corporation, 
New York, publisher of U. S. News 
& World Report. 


Lorillard, WGN-TV Sign 
P. Lorillard Company has 
signed as one sponsor of the Chi- 
cago Cubs and White Sox home 
game baseball telecasts this year 
over WGN-TV, Chicago. The sta- 
tion has not yet signed another 
company to share the sponsorship 


of the telecasts. The Old Gol 
manufacturer and Walgreen Dru 


Company, Chicago, share sponsors 


ship of the two teams’ games of 
local.AM radio stations. 


Changes Format 


Effective with the July, 194g 
issue, Harper’s Magazine, New 
York, will adopt a larger page 
size (8%xl1l inches) and a new 
format for its advertising pages 
The type page size will be 7xig 
inches. The new basic page rate 
will be $850.’ 


The C tal Can Company 
Building houses the Chilton 


Now they have it!—Additional equipment has now been in- 
stalled. Now, the Chilton plant in Philadelphia covers a full 
city block: fifty thousand square feet of additional plant and 


office space makes it one of the most modern periodical 


rk J publishing and printing establishments in the United States. 


New York Offices!* 


THE IRON AGE... HARDWARE AGE... DEPARTMENT STORE ECONOMIST . .. BOOT AND SHOE RECORDER 
THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY .. . THE JEWELERS’ CIRCULAR-KEYSTONE . .. AUTOMOTIVE 
INDUSTRIES ... MOTOR AGE ... COMMERCIAL CAR JOURNAL .. . THE SPECTATOR LIFE INSURANCE IN ACTION 


THE SPECTATOR PROPERTY INSURANCE REVIEW .. . DISTRIBUTION AGE 
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Sealright Starts 
Magazine Drive 


forThreeltems’ 
Futton, N. Y¥.—The Sealright 
Company will begin its 28th an- 
nual advertising campaign with 
a program promoting three of its 
items. With two of the products, 
the ice cream container and milk 
pottle closure, Sealright advertis- 
ing will boost consumption of 


milk and packaged ice cfeam. 

The ads for ice cream contain- 
ers will feature ice cream dessert 
recipes from eight famous vaca- 
tion resort hotels, while the dairy 
campaign will present outstanding 
athletic trainers, coaches and 
movie stars endorsing milk drink- 
ing. These ads are being sched- 
uled in Collier’s and The Saturday 
Evening Post. 

The third product to be adver- 
lised, the Thermorex frozen food 
container, is the only Sealright 


product sclid directly to consum- 
ers. It will be backed by a cam- 
paign in Better Homes & Gardens, 
Country Gentleman, Good House- 
keeping and Successful Farming. 

Federal Advertising Agency, 
New York, has the account. 


Dormitzer Appoints 

Newsome & Co., Boston, has 
been named to handle the public 
relations of Dormitzer Electric & 
Mfg. Company, manufacturer of 
electronic equipment. 


Ann Godley Joins HG&S 


Ann S. Godley, formerly ac- 
count executive of Advertising 
Ideas, New York, has been ap- 
pointed vice-president in charge 
of media of Hanson, Gerber & 
Shaw, New York. 


Names Hixson-O’Donnell 


A. Harris & Co., Dallas, has ap- 
pointed the Muriel Johnstone di- 
vision of Hixson-O’Donnell Ad- 
vertising, New York, to handle its 
advertising, effective next fall. 


— 


elbow r room! 


We, at Chilton, are ever alert for new answers to our own 


t 


eternal question: ‘‘How can we better serve our readers, 


our advertisers, and the advertising agencies represent- 
ing our advertisers?’ Our modern, newly-enlarged plant 


and office facilities supply one of the answers. 


CHILTON COMPANY (iInc.) 


PHILADELPHIA 39, PA. 


CHESTNUT and 56th STS. 


100 EAST 42nd STREET 
NEW YORK 17, N. Y.. 


Because BSN brings news that its read- 
ers convert into sales, it’s the best mes- 
senger for your sales-message. 


—that you're in business to do business; 
that you're on the lookout for immediate 
sales. 


Not lemenew, bul new. let 
BSN help you do it! 


—when you use the same avenue 
of communication your 
customers do 


You can spread the pone of your 
products in the magazine acknowledged 
the biggest success 


Don't bolster your sales quota—Beat it? 
Use BSN where the cash customers are 
looking for you. 


The fight is on 
a healthy fight. Make 
the Ist paper 


ter the same dollar. it's 
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LIBRARY ON ROMANCE 
OF PRODUCTS 


Source of much-publicized stories about 

famous products. Owned and operated 

Alexander McQueen. Why not use his 
“Nothing but the Truth'’*? 


ALEXANDER McQUEEN 
5222 N. Lakewood, Chicago 40, Illinois 
(*Reg. U. 8. Yat. Off.) 


Textron Names Fiore 


Frank Fiore, who has been 
manager of the export division 
for Textron, Inc., New York, has 
been placed in charge of gray 
goods sales for Textron. He will 
continue his duties as head of the 
export operations. 


Weed Appoints James 


Peter B. James, formerly adver- 
tising and business manager of 
Television, has been appointed 
manager of the newly organized 
television department of Weed & 
Co., radio station representative, 
New York. 


the World's 
City. 


of national advertisers. 


Write 


“UNMOLESTED"” 


describes the millions that prom- 
enade on the famous Boardwalk at 
Playground, Atlantic 


No traffic disturbs these consum- 
ers as they leisurely absorb messages 


Here's The Location For You! 


The R.C. Maxwell Co. Trenton N.S 


NBC-Northwestern 
Radio Institute Set 


The seventh annual NBC- 
Northwestern University summer 
radio institute will be held in Chi- 
cago June 28-Aug. 6, offering 12 
courses in advanced, professional 
radio training. All sessions, with 
the exception of the news course, 
which will be presented at North- 
western’s Evanston campus, will 
be held in the NBC Chicago 
studios in the Merchandise Mart. 
Enrollment will be limited to 
those persons with previous ex- 
perience in broadcasting or allied 
trades. 

Co-directors of the institute will 
be Judith Waller, director of the 
public affairs and education de- 


™ | partment of the NBC central di- 


| vision, and Don Fedderson, chair- 
|'man of the radio department of 


: | Northwestern's School of Speech. 


Armstrong to Lowell 


- Armstrong Enterprises, New 
York, has appointed Mortimer 
Lowell Company, New York, to 
handle advertising for the Lucifer 
plastic tobacco pouch. 


out 


English speaking families 


in all Canada buy 


PUBLISHED AT 80 KING 


The STAR WEEKLY 


00,000 


im a country of 2,124,874 
English speaking families 
is better than every third 


family. 


STREET WEST, TORONTO 


Montreal Advertising Offices: University Tower... U.S. Representative: Ward Griffith Co: Ines 
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Tireless Priest 
Runs Net Show 
on ‘Angel’ Basis 


New Yorx—The Rev. Patrick 
Peyton, who is devoting his life 
to a crusade for family solidarity, 
is a good salesman. 

Last spring, a year after his 
ordination, he conceived the ides 
for a regular radio program 
dramatizing the slogan: “The 
family that prays together, stays 
together.” 

His first major problem was 
surmounted when Edgar Kobak, 
MBS president, agreed to donate 
time on Mutual for. Father Pey. 
ton’s brainchild, “Family Theater.” 
Hollywood’s leading stars volun. 
teered their services—after a visit 
from the dynamic priest—for the 
30-minute broadcast, a strictly 
non-sectarian drama which is put 
together by a staff comprised of 
Jews, Protestants and Catholics, 

To obtain the minimum oper. 
ating expenses for his projected 
program (approximately $1,350 for 
salaries to actvrs, other than top 
stars who work without pay, 
writers and directors) Father Pey- 
ton began knocking on the doors 
of corporation presidents. Here 
aghin he proved his ability as a 
crack salesman. 


‘Angels’ Supported Program 


General Rubber & Tire Com- 
pany, because of the interest of 
its president, William O’Neil, paid 
the production expenses of “Fam- 
ily Theater,” which has been 
heard regularly over Mutual and 
independent stations for the past 
14 months, for one month. The 
Grace Line, through the efforts 
of Peter Grace, W. R. Grace & Co., 
has contributed approximately 
$14,000 to the cost of the show, 
according to Father Peyton’s esti- 
-mate. These and, other benefac- 
tors receive no credit on the air. 
Other “angels” include Marshall 
Field and Edgar Kobak. 

Father Peyton, who runs his 
program on a near hand-to-mouth 
basis, supplements the amount ob- 
tained through donations with his 
earnings from preaching. Bishops 
and other priests, as well as 
listeners, have contributed. 

Currently “Family Theater,” 
heard Thursdays at 10 p.m., EST, 
is being promoted with painted 
bulletins in 15 major cities. All 
space is donated by members of 
the Outdoor Advertising Associa- 
tion of America. 

Now in the preparation stage is 
a poster campaign, which is ex- 
pected to reach most cities covered 
by the broadcast. This is planned 
in conjunction with the associa- 
tion, whose member firms have 
volunteered to cooperate. 


Vandenberg Succeeds 


Uhler as NOAB V.P. 

Nelis G. Vandenberg, who has 
been with the National Outdoor 
Advertising Bureau, Chicago, 
since 1930, succeeded Frank A. 
Uhler as vice-president of the bu- 
reau in charge of western opera- 
tions, when Mr. Uhler retired on 
April 1, 21 years after joining the 
bureau. 

Mr. Vandenberg will be assisted 
by Lee Conley, in charge of 
agency relations and_ contact, 
J. M. Moynihan, manager of the 
poster contract department, and 
W. H. Reuter, manager of the 
— display contract depart- 
ment. 


Schell Becomes Partner 
James B. Schell has been made 
a partner and art director of Kirk- 
land-White & Co., Atlanta. The 
agency will be known as Kirk- 
land, White & Schell Advertising. 


Names Lee-Murray 
Duplicating Papers, Inc., New 
York, has placed its advertising 
with Lee-Murray, Advertising, 
te York. Newspapers will be 
used. 
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Never Underestimate the Power 


Nor the Power of the Magazine Women Believe In. More women buy 


Ladies’ Home Journal, because women actively prefer a magazine edited to their special 


interests. This preference reveals women’s striking appreciation of the Journal’s greater 


its purchase, you can tell more women, so much more effectively, in Ladies’ Home J OURN A lL. 
Bought by nearly a MILLION MORE women than any other magazine* 


*Monthly OR weekly, with audited circulation 
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usefulness to them in their lives. That’s why, if women buy your product, or influence 
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‘You don’t have to. 


4 Just ask any of the folks in the 
rich Memphis market, and they'll 
tell you. 


They’ve formed the pleasant habit 
of listening to WMC, the Memphis 
NBC outlet, WMCF, the first FM 
station in Memphis and the Mid- 
South, and coming soon, WMCT 
(Television). 


Don’t throw that book! 


With 5000 watts day and night, 
WMC thoroughly covers the Mem- 
phis market where the buying 
power is concentrated. And WMC’s 
strong signal at 790, right in the 
middle of the dial, makes for easy 
listening. 


Get the facts from the nearest 
Branham man. 


‘True’ Ups Guarantee 
and Ad Rates 20% 


True, New York, a Fawcett pub- 
lication, will boost its circulation 
guarantee and advertising rates 
20% effective with the January, 
1949, issue, with no increase in the 
base rate. The current guarantee of 
900,000 will be increased to 1,000,- 
000 in July and will reach 1,200,- 
000 next January. The base rate 
of $2.75 per page per 1,000 re- 
mains unchanged. 

Advertising rates will also jump 
20%, bringing the one time rate 
for a full black-and-white page 
from $2,750 to $3,300. 


Joins Campbell-Ewald 
Willard Hanes, formerly pub- 
licity director of Station KMPC, 
Los Angeles, has joined Campbell- 
Ewald, Los Angeles, where he will 
work on publicity for Chevrolet. 


Mandel Names Hicks 

The Jos. W. Hicks Organization, 
Chicago, has been appointed pub- 
lic relations counsel for Mandel 
Brothers, Chicago department 


store. 


Before choosing any printing paper . . . 


PANS. ty 


PRINTING PAPERS 


* TRADEMARK 
TT. M. REG. U.S. PAT. OFF, 


Look at Levelcoat... 
_ for brightness 


Should the product you picture in 
your new catalog sizzle? Should it 
sparkle with sales appeal? Then make 
it come alive—against the setting of 
lustrous Levelcoat* printing paper. 
Yes, Levelcoat papers are brilliant 
from the body fiber out —brighter be- 
cause they’re whiter than ever! 


Look at Levelcoat... 
for smoothness 


Smooth as richest country cream, the 
flowed-on surface of Levelcoat is a tri- 
umph of precision manufacture. Test 
it. Print with it. Let the smoother 
surface of Levelcoat give you smooth- 
er, truer press impressions ream after 
ream, run after run, 


Look at Levelcoat... 
7 for printability 


Printers and advertisers alike depend 
on the printability of Levelcoat for 
the smooth, trouble-free production of 
uniformly beautiful work. Let this out- 
standing Levelcoat quality produce 
finer results for you, too. Give your 


printing the Levelcoat lift! 


Levelcoat* printing papers are made 
in these grades: Trufectt, Kimfectt, 
Multifectt and Rotofectt. 
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Cory and Silex 
in Spat Over 


Former's Copy 


Cuicaco — The Silex Company, 
Hartford, Conn., and Cory Cor- 
poration here again are publicly 
at odds, this time over Cory’s re. 
cent ad headed: “Now, no chance 
of rubbery, rancid taste in your 
coffee.” 

Charles H. Newman, vice-presi- 
dent of Silex, wrote J. W. Als- 
dorf, president of Cory,-that “ad- 
vertising which is misleading, and 
which pointedly ‘knocks’ competi- 
tors’ products, is frowned upon by 
organizations like the Better Busi- 
ness Bureaus and by regulatory 
agencies. . . 

“The Silex Company would not 
consider it fair practice, nor good 
business, to launch a national ad- 
vertising campaign deliberately 
inferring that a ground glass seal, 
such as the one featured in your 
advertisement, might become loos- 
ened during the brewing period 
and, further, stating that a per- 
fect vacuum seal can only be as- 
sured by the use of tasteless, odor- 
less rubber plug—the same clean, 
pure rubber used for nipples on 
baby bottles.” 


Stands by Statement 
Mr. Newman also noted, as he 


‘.| released copies of the letter to the 


press, that Cory continues to man- 
ufacture and equip its standard 
and deluxe models, including all 
commercial vacuum units, with 
rubber plugs. 

Undaunted by the protest, Mr. 
Alsdorf replied: “Seriously, 
Charlie (Newman)—let’s not kid 
each other. We at Cory believe 
that our glass-to-glass vacuum 
seal gives us an exclusive feature 
which holds promise of obsoleting 
all glass coffee brewers which uti- 
lize the outmoded rubber bushing. 

“It eliminates tugging and 
twisting—makes frequent replace- 
ment of bushings unnecessary— 
reduces the chance of accidental 
breakage in upper bowls—and in 
addition, eliminates all chance of 
rubbery .rancid taste in your 
coffee.” 

And as a coup de grace, Mr. Als- 
dorf tacked on a postscript which 
read: “Glad to hear the rubber 
used in Silex brewers is the ‘same, 
clean, pure rubber used for nip- 
ples on baby bottles.’ Do you 
recommend sterilizing it before 
each use?” 

And there, for the moment, the 
case rests. 


B. B. Names Pearce 
Sales Manager 


Norman L. Pearce, former 
president of the Fountain Pen and 
Mechanical Pencil Manufacturers 
Association, has been appointed 
general sales manager of the B. B. 
Ball Pen Company, Hollywood. 

Mr. Pearce, who also was sales 
manager of the Eberhard - Faber 
Pencil Company, will make his 
headquarters in the Chicago office 
of BB and will direct the in- 
creased sales expansion program. 


Six Join AFA 

The following companies have 
joined the Advertising Federation 
of America, New York: Ernest H. 
Abernethy Publishing Company 
and Walter W. Brown Publishing 
Company, Atlanta; Kight Adver- 
tising Inc., Columbus, O.; Maxwell 
Sackheim & Co., New York; Scho- 
enfeld, Huber & Green, and De- 
cora; Inc., Chicago. 


‘Liberty’ Names Giammo 
James A. Giammo, who has 
been with Liberty for the past 
five years, has been appointed as- 
sistant to the advertising director 
of Liberty, New York. John L. 
Milligan, former advertising man- 
ager of Syndicate Selling and Na- 
tional Furniture Review, has been 
added to Liberty’s eastern sales 


| 

| 
3 

| 

= 

° | . 
. 
| 
» 

AY 

1% 

19 since 1898 


as he 
to the 
man- 
indard 
ng all 

with 


t, Mr. 
ously, 
ot kid 
elieve 
acuum 
eature 
leting 
h uti- 
shing. 
and 
place- 
jental 
nd in 
ice of 
your 


. Als- 
which 
ubber 
same, 
nip- 
you 
efore 


t, the 


nan- 


sales 


THE GOODWILL STATION asus. DETROIT 


ALEXANDER 
GRAHAM BELL 


was first with his invention of the 
telephone which became a reality 
on March10, 1876 with the famous 
message to his assistant, “Watson come 
here! | need you.” Just as Bell needed 
Watson, you need WJR because WJR is... 


POWER 


MICHIGAN’S GREATEST 
ADVERTISING MEDIUM. 


Represented by 


CBS PETRY 


G. A. RICHARDS HARRY WISMER 


Pres. Asst. to the Pres. 
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*k "THIS WEEK delivers for our grocers 
e a down-to-earth 'package' of selling 
impact: The power of magazine color 
ads reaching 19 million readers in 
their local Sunday newspapers — just 
where the grocer does his own 
advertising." 
| Daniel F. Norton, President 
Nestle's Milk Products, Inc. 


*k "THIS WEEK helps our customer- 
stores sell Shulton merchandise on 
their own home grounds, in their 
local newspapers, where their 
customers live and shop — as it has 
for the past six years." . 

William L. Schultz, President 
; Shulton, Inc. 


*From trade paper announcements 
to their dealers. 
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you think 
your product different 


; = don’t sell coffee? You don’t sell 
toiletries? Look through THIS WEEK 
Magazine, and you'll probably find an ad 
for a product like yours. 343 different prod- 
ucts used THIS WEEK last year—every- 
thing from soap to outboard motors. 
You don’t have a million-dollar budget? 
- You don’t go in for color-pages? Again— 
look through TWM,, and you’ll find plenty 
of others who don’t spend millions and don't 
use color. 


TWM’s “Sth Cover” isn’t a preferred 


position for a few preferred advertisers. It 


AND 24 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


belongs to every advertiser in the book. 

This “5th Cover”—the 24 key newspapers 
that TWM is part and parcel of—helps all 
our advertisers put local newspaper “sell” 
into their national magazine copy. 

And every one of them, large or small, 
is doing a big job in TWM. For it’s not the 
millions you spend, but the millions you 
reach, that makes your campaign big. 

And every TWM advertiser is reaching 
more than 19 million readers in more than 
8% million homes — every 4th family in 
the nation. 


THIS WEER. 
OVER 8% MILLION CIRCULATION OVER 19 MILLION READERS 


The Atlanta Journal Des Moines Sunday Register The Philadelphia Sunday Bulletin 
The Baltimore Sunday Sun | The Detroit News The Pittsburgh Press 

The Birmingham News The Indianapolis Star Portland Oregon Journal 

‘The Boston Herald _ Los Angeles Times Rochester Democrat & Chronicle 
The Chicago Daily News* The Memphis Commercial Appeal St. Louis Globe-Democrat 

The Cincinnati Enquirer The Milwaukee Journal © San Francisco Chronicle 
Cleveland Plain Dealer Minneapolis Sunday Tribune The Spokane Spokesman-Review 
The Dallas Morning News New York Herald Tribune Sunday Stor 


*Saturday Edition 
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‘Pr ess’ Cost Starts 
Debate on Control Measures 

WASHINGTON — With the armed 
forces talking of a new $4 billion 
preparedness program, debate 
turned again last week to the 
probable impact on the business 
economy. 

Some experts, like Presidential 
Adviser Edwin C. Nourse, were 
quick to see inflationary pressures 
strong enough to require wage 


By STANLEY E. COHEN, Washington Editor. 


and price ceilings and all the other 
paraphernalia of wartime control. 

Others, like Elder Statesmen 
Bernard M. Baruch and G-E 
President Charles E. Wilson, felt 
that control machinery ought to 
be available, at least on a stand- 
by basis. 

On the other hand, Senate Re- 
publican Leader Robert Taft (R., 
O.) said confidently that there is 


nothing in the. current picture to 


justify a return to controls. 

Whatever the final decision, 
many congressmen were begin- 
ning to feel that they may be in 
session much later into the fall 
election campaigns than they had 
wished. 

* 

Though the “voluntary” alloca- 
tions program set up in the Com- 
merce Department last spring isn’t 
doing much “allocating” yet, its 
Office of Industry Cooperation is 
building a potentially useful net- 
work of advisory committees 
among the consumers and produc- 
ers of critical materials. Industry 
groups are reluctant at this time 
to concede any situations which 
require government assistance. 
Most, like the farm equipment 
manufacturers, say they prefer to 


get along without “preference” so 
long as there are no “preferences” 
issued for other consumers of 
basic materials. 

* * * 

Hecht Company, Washington 
and Silver Springs department 
store, got Senate recognition for 
“Salute to the States,” a series of 
back-page ads which it has run in 
the Washington Post for the past 
48 Mondays. According to Sen. 
Warren Magnuson (D., Wash.), 
“The spirit and philosophy that 
inspired these advertisements are 
in the finest traditions of Ameri- 
can business.” 

.Without fanfare, the Senate 
gave unanimous approval Monday 
to S. 1950, a bill introduced by 
Senator Taft a few weeks ago au- 
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You’re looking at 


Washington’s “Good Neighbor” 


newspaper 


Did you ever hear a newspaper play a Beethoven Symphony? 


Of course not! 
But in Washington The Star 


has brought great music, played 


by a superb symphony orchestra, into the neighborhoods 


For the second year The 


concerts by the National Symphony in ten public 
school auditoriums made it possible for thousands of 
people to see and to hear a great orchestra 


play the works of the masters. 


broadcast by The Star’s radio station—WMAL. 
Advertisers who choose The Star choose 
Washington’s civic-minded “good neighbor” — 
the newspaper with reader-confidence 
inspired by 95 years of public service. 


of the city and suburbs. 
Star’s sponsorship of free 


The music was also 


The Washington Star 


Represented nationally by 


Dan A. Carxott, 110 E. 42nd St., NYC 17 
Tue Joun E. Lurz Co., Tribune Tower, Chicago 11 


MeCarthy 
about 336 969 
and 168 999° 


thorizing a full. housing census in 
1950 and every 10 years there- 
after. This bill, giving permanent 
status to studies now done under 
special authority, now goes to the 
House. Proposals for more effi- 
cient scheduling of the business 
and manufacturing census, ap- 
proved by the Senate early last 
year, are still locked up in Rep. 
Leo Allen’s (R., Ill.) House rules 
committee. 
* 

Under the latest Food and Drug 
Administration rules, mineral oil 
labels must advise against use ex- 
cept at bedtime. Current labeling 
suggests after-meal use, but Food 
and Drug says recent research in- 
dicates mineral oil may interfere 
dangerously with absorption from 
the digestive tract of essential 
vitamins A, D and K. 

* * 

The mimeographing industry 
faces drastic adjustments under 
a Sherman Act judgment entered 
in federal court in Cleveland last 
week forcing A. B. Dick Company 
to turn over “to the public” its 
“mimeograph” trademark and key 
patents, including a secret process 
for making stencils. The judg- 
ment also bars A. B. Dick from 
retail activities for five years. 

* 


Army’s chief of public informa- 
tion, Maj. Gen. Floyd L. Parks, 
told the American Public Rela- 
tions Association: “There probably 
has never been a time when all 
echelons of the Army were more 
keenly aware of the necessity of 
informing the public of Army ob- 
jectives.” In planning promotion 
for “Army Day,” April 6, Army is 
including a special television film 
this year. It also has a 10-minute 
film for theaters; stills and facts 
for newspapers; announcements 
for radio stations; publicity tie-ins ~ 
with over 100 major radio stars; 
speaking appointments for 100 


_|generals and 275 other civil and 


military personalities. “Our job 
is to keep the public aware of 
what we are doing,” General Parks 
says. 


More than 100 members of the 
House have signed petitions which 
would over-ride the House agri- 
culture committee decision pigeon- 
holing margarine tax repeal. De- 
spite strong public support for 
margarine tax repeal, it will prob- 
ably be an uphill fight to get the 
218 signatures necessary to get a 
bill to the floor against the wishes 
of party leadership. 

* 

Representatives of all media 
agreed last week on an advisory 
setup to keep press and radio rep- 
resentatives “security conscious.” 
While they agreed to cooperate on 
an advisory basis with the armed 
services, they told Defense Secre- 
tary James Forrestal that they do 
not believe peacetime censorship 
is workable or desirable. 


WGN Transfers Meyers 


William C. Meyers, sales promo- 
tion manager of Station WGN, 
Chicago, has been transferred to 
WGN-TV as television salesman. 
Donald A. Getz, coordinator of re- 
search in the commercial depart- 
ment of WGN, has been named to 
succeed Mr. Meyers as sales pro- 
motion manager. 


Ziploc Names Moss 

Ziploc Company, New York, has 
named Moss iates, New 
York, to handle a national adver- 
tising campaign for Ziploc watch 
strap. Newspapers, magazines, 
trade publications, direct mail and 
point-of-sale material will be 
used. 


Joins ‘Popular Science’ 

Ann Di Bernardo, formerly of 
Periodical House, has been ap- 
pointed art director of the adver- 
tising sales promotion department 
of sucess Science Monthly, New 
York. 
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Fairchild Business Papers serve a myriad of fabricating, 
processing, converting, manufacturing and merchandising 


industries and trades —that consume great gobs of raw and > 


processed materials. 


Fairchild reporting of price movements covers the com- 
plete progression — from primary markets all the way to 
end-use products. And Fairchild specialized reporters are 
‘on top of the trends in the thousands of corollary merchan- 
dise items that add up to this $27 billion market. 


Textiles are typical of Fairchild full coverage of com- 
modities and allied markets in depth...such as raw cotton 
trading in New York, Memphis and New Orleans; cotton 
yarns in New York, Philadelphia and Charlotte, N. C.; 
‘cotton grey goods in New York's Worth Street; raw wools 
in Boston; woolen and worsted yarns in Boston, New 


WOMEN'S WEAR DAILY DAILY NEWS RECORD 


Fairchild 
essential commodity 


_readers need. For them, such news is an essential commod- 


FAIRCHILD BUSINESS PAPERS — 
SERVING BIG BUSINESS 

WITH A FASTER NEWS TEMPO... 
The new Fairchild Building 

triples publishing plant capacity . . . 
equips us for a better job 

of reader service. 


York and Philadelphia; rayon yarns and grey goods in 
New York. 


From these points, Fairchild news coverage fans out to 
every converting and manufacturing market of consequence. 
to Fairchild business readers. They're strictly professional 
readers — responsible for an investment in inventory. 


The long and short of Fairchild market reports is that they're 
widely accepted as gospel. Even in the courts, Fairchild pub- 
lished market quotations are cited as evidence — in litiga- 
tion hinging on an issue of fact... 


All of which is added evidence that Fairchild news coverage 
does the specialized, high-speed job that Fairchild business 


ity in itself. 


FAIRCHILD PUBLICATIONS 


7 East 12th Street, New York 3, N. Y. * Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATIONS 


FAIRCHILD BLUE BOOK DIRECTORIES 
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Mil-line Rate 


of ANY monthly farm 
publication in the NATION 


Southern Farmer 


Published at MONTGOMERY, ALA. 


Noble to Erwin, Wasey: 


Bates Transferred 


Forrest W. Noble has joined Er- 
win, Wasey & Co., Los Angeles, 
to do merchandising work. He 
formerly was Florida district ad- 
vertising director - 

y, in charge of promotion for 
76 plants in Florida, Alabama and 
Georgia. ‘ 

Bennett Bates, formerly in 
charge of the discontinued Seattle 
office, has joined the executive 
committee of the agency. 


Names Hixson-O’Donnell 


J. L. Hudson Company, Detroit, 
has appointed the Muriel Johns- 
tone division of Hixson-O’Donnell 
Advertising, New York, to handle 
fashion advertising, effective next 
fall. 


Brewer Ups Henderson 

M. L. Henderson, in the Kansas 
City office of Bruce B. Brewer & 
Co., advertising agency, has been 
named manager of the Minne- 
apolis office, succeeding Clair B. 
Hull, who has resigned. 


‘Sport Is Generic’ 
Is Dell Reply 
fo Macfadden Suit 


Misrepresentation, 
Monopoly Attempt, 
Alleged in Answer 


New Yorx—‘“Sport” or “sports” 
is a generic term, Dell Publishing 
Company contends in its answer 
to Macfadden Publications’ suit 
on infringement (AA, March 8), 
and Dell also charges Macfadden 
with misrepresentation and at- 
tempting to monopolize the use of 
a generic term. 

Dell asks that the complaint be 
dismissed and the plaintiff pay 
the costs of the action. Dell’s at- 
torney, Milton Handler, points out 
|that the U. S. Patent Office shows 
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To SAN FRANCISCO 


The DIRECT 
Call-Bulletin Way 


For more information see a Moloney, Regan & Schmitt representative. 


YOU CAN REACH THE 
WAY PODUNK... 


Yes, it is possible for an advertising campaign to 
reach San Francisco by jumping on a horse and 
dashing off in all directions. But remember: North- 
ern California’s 47 counties comprise an area 
larger than the six states of New York, Vermont, 
New Hampshire, Massachusetts, Connecticut, and 
New Jersey combined! 


GET THERE QUICKER 
WITH THE CALL-BULLETIN 


Among the ten largest cities in the United States, 
San Francisco has the largest effective buying in- 
come per capita. You can reach this compact market 
through The Call-Bulletin, without wasted mileage 
or wasted circulation ... because The Call-Bulletin 
is read daily by more San Franciscans than any 
other newspaper. 


> 


tHe 


SAN FRANCISCO'S FRIENDLY NEWSPAPER. 


Advertising Age, April 5, 1948 
no registration for the Sport mast- 
head, although Macfadden claimed 
the title has been registered. 

In a separate defense, Dell says 
“sport” and “spo ” applies to a 
class of magazines and periodicals 
relating to the field of sports, and 
that the words have been used as 
titles or parts of titles in the sports 
field long before the advent of 


Dell that 
“sport” is descriptive of the con- 
tent of Macfadden’s magazine, that 
Macfadden was not the first or 
exclusive user of the term, and 
that the word “sport” or “sports” 
are in the public domain and can- 
not be monopolized by any pub- 
lisher. 
‘Needless to Infringe’ 


In addition, George T. Delacorte 
Jr., president of Dell, commented: 
“Dell is now the publisher of 58 
different magazine titles, including 
Sports Album. There were 23,- 
500,000 copies of our publications 
on newsstands during February 
(1948) . . . we have, for quite a 
while, been the world’s largest 
publisher of newsstand periodicals 

. it would be superfluous and 
needless for us to infringe on an- 
other company’s publication or 
title. 

“Actually, Dell perhaps leads 
the field in the number of pub- 
lishing firsts which have since 
heen followed or imitated.” (He 
then cites Ballyhoo “which at one 
time had 28 different imitators— 
none of which happened to be 
sued by us,” the comics magazine 
field, radio fan magazines with 
Radio Stars “which was followed 
by Macfadden’s Radio Mirror,” 


‘and says screen album, crossword 


puzzle, screen story magazines, 


‘and comics based on animated 


cartoons and westerns were orig- 
inated by Dell.) 


Cites Other Albums 


“Our new Sports Album has 
been preceded by our Radio Al- 
bum and-Screen Album, the lat- 
ter having been published since 
1935,” Mr. Delacorte continued. 
“Dell has been in the sports maga- 
zine field since 1942 with the 
famous Major League Baseball 
Book. 

“The number of magazines using 
a generic word in their titles is 
legion,” concluded. legal 
profession would be kept working 
overtime, I’m afraid, if every pub- 
lisher using the term ‘True’ in a 
magazine title, for instance, were 
to sue any or all of the others.” 

A Macfadden spokesman pointed 
out that the company’s suit cen- 
tered primarily on the similarity 
of cover treatment, which it holds 
is too similar to be coincidental. 

He conceded that Sport was not 
registered with the Patent Office, 
but pointed out that the suit con- 


tends unfair competition, not in- © 


fringement of copyright. 


‘Hoard’s’ Opens ‘48 
Cow Judging Contest 
Hoard’s Dairyman, Fort Atkin- 
son, Wis., has announced its 1948 
cow judging contest for advertis- 
ing men. The admen are to rank 
the four in each of the five breeds 
pictured—Guernsey, Brown Swiss, 
Holstein, Ayrshires and Jersey. 
The winners. will receive a 
plaque and some “mighty fine old 
cheese.” The postcard entries 
must be in by April 14. 


Joins Research Fi irm 


Mrs. Lynn A. Zimmerman, for- 
merly director of advertising and 
publicity for the Seattle Goodwill 
Industries, has joined the staff of 
Northwest Certified Surveys, Se- 


attle, market research organiza- _ 


tion. 


Rejoins Bell Aircratt 
William A. Boles, formerly with 
Ford Motor Company, Buffalo, has 
rejoined the public relations staff 
of Bell Aircraft Corporation, Buf- 


falo. He first joined Bell in 1943. _ 
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is one of the most informative | 


publications received in this office.” 


Says E. P. Nesbitt, President, 
Critchfield & Company 


-**We all review each issue 
and, as a rule, this takes 
place on the morning the 
publication 1s received. 
‘‘In fact, we would feel 
out of touch with what’s 
going on if we did not read 
Advertising Age.” 


E. P. NESBITT 


Mr. Nesbitt has spent nearly his entire business career 
with Critchfield & Company, a leading Chicago advertising 
agency, where over a period of 20 years he has been a 
copywriter, copy chief, director of service, 

and since 1945 president. He has 

been active on accounts advertising automobiles, tires, 
oil, batteries, railroad service, sporting goods, and 

farm equipment. His first business experience was as 

a salesman calling on dealers. Later, he became 

an advertising manager and then sales manager be-. 

fore entering agency service. 
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1. CROSS COUNTRY NEWS 


An aviation per de 
to private 
reaches over 1/3 of alr- 
in the U.S... . cirew 
, 8,652. 
2. THE MAILBOX 
dium devoted to jarmer 
» » « reaches over 19,000 farm 
homes of the South Plains of 
West Texas. 


3. MERCANTILE NEWS 


dium the 
familfes of the great south 
plains of West Texas... 
rea over 28, and 
city 


M. L HALL 


PUBLISHER 
1007-A 13th, LUBBOCK, TEXAS 


Hooper, Nielsen 
to Speak at ANA 
Meet in Chicago 


Cutcaco—C. E. Hooper and A. C. 
Nielsen will make one of their 
rare appearances together at the 
spring meeting of the Association 
of National Advertisers here April 
12-14, when they speak from the 
same platform on radio advertis- 
ing and audience measurement. 

Other sessions of the meeting 
are to be devoted to, the general 
subject of building advertising 
appropriations in relation to the 
over-all economic situation, and 
advertising as an _ investment 
rather than as a method of ob- 
taining immediate sales. 

Speakers at the conference in- 
clude Dr. Charles F. Roos, presi- 
dent, Econometrics Institute, New 
York; George Blackett, partner, 
Blackett & Dalby, management 
consultants, New York; W. B. 
Potter of Eastman Kodak Com- 


pany, Rochester, N. Y., reporting 
on methods of determining adver- 
tising appropriations, and Robert 
B. Brown, vice-president, Bristol- 
Myers Company, New York. 

Other speakers on the schedule 
are: George H. Gallup, president, 
Audience Research, Inc.; Alfred 
Stanford, director, Bureau of Ad- 
vertising, ANPA; B. R. Donaldson, 
director of advertising, Ford Motor 
Company, and Robert Keith, di- 
rector of advertising, Pillsbury 
Mills, Minneapolis. 


Maclean Names Charles 

Harold F. Charles, formerly. on 
the sales staff of Financial Post 
Montreal, has joined the London 
advertising staff of Maclean- 
Hunter Publishing Company, To- 
ronto. 


AAAN Unit to Meet 


The annual meeting of the 
southeastern region of the Af- 
filiated Advertising Agencies Net- 
work will be held in Raleigh, 
N. C., April 5-6. 4 


Automotive advertisers have learned that they 
can best reach the automotive service industry 
through advertising in 


DIG 


First in paid circulation - - First in readership 
First in reader response 


“When | was fourteen my father was so ignorant | could 
hardly live with him—at twenty-one / was amazed at how 
much he had learned in seven years.” 


Mark Twain 


22 EAST 12th STREET 


OHIO 


Federal Reserve Figures on Department Store Sales 


WasHINGTON—Department store 
sales in the week ending March 20 
rose 9% over the same week of 
March last year, the Federal Re- 
serve Board has reported. All 
districts.had gains, and only Syra- 
cuse and Los Angeles among 
major cities did not report sales 
increases. 

The department store dollar 
volume index (based on 1935-39 
averages), moved to about 312 
from 278 the preceding week and 
286 the same week a year ago. 

Highest district gains for the 
week were 19% increases in the 
Atlanta (sixth) and Dallas (11th) 
areas. Houston had a 34% gain 


DEPARTMENT STOR 


SALES INDEX 


193539 EQUALS 100 


VAL 


Week to Mar. 20, ’48* p312 
Week to Mar. 13, ’48* .278 
Week to Mar. 22, ’47* .286 
Week to Mar. 15, °47* .267 
Year, 1947 .. 


* Not adjusted seasonally. 
pPreliminary. 


New Orleans ..... 


9 1 
and New Orleans 30%, the: great- 24 
cago stric 9 
est reported for the week. 9 
Yr.-to-Yr. % Change| Indianapolis ..... 5 3 11 
Week Detroit .......... 13 5 13 
Ending Milwaukee ...... 6 5 13 
Federal Reserve Year Mar. Mar. | St. Louis District... 8 7 16 
district and city 1947 13 20 Little Rock ...... 2 6 33 
UNITED STATES.. 8 4 9 Louisville ....... 11 17 21 
Boston District .... 6 5 8 3 10 
New Haven ....~-. 0 1 Memphis ........ 3 4 17% 
7 —8 2|Minneapolis District 11 bd 
Springfield ...... 4 —6 13 Minneapolis ..,.. 7 bd * 
Providence ...... 3 4 4 * 
New York District. 9 1 3 Duluth- Superior 13 $ bs 
5 r2 1| Kansas City District 8 r3 17 
New York ....... 9 r2 2 0 16 
Rochester ....... 8 3 10 Kansas City ..... 9 7 21 
Philadelphia District 11 23 g9| Oklahoma City... 5 —5 24 
Philadelphia ..... 11-26 7|_ Tulsa 
Fort Worth ...... 7 —!l 23 
Cincinnati ....... 8 12 20 ; 
56.6 12 16 34 
8 --2 13 = 
Gictuannn 5 6 17 San Antonio ..... 5 9 26 
a 9 —- 12 San Francisco Dist.. 8 1 r4 
Los Angeles Area. 5 —4 0 
Pittsburgh e¢evdtee 10 5 7 Oakland 8 * * 
Richmond District. . 4 r-—2 5 San Francisco .. 3 0 4 
Washington ..... 4 —1 6| Portland ........ i1 12 12 
Baltimore ....... 3 —7 6 Salt Lake City.. 8 4 4 
Atlanta District. . 5 14 19 4 2 2 
Birmingham ..... 7 31 * | —____ 
8 6 4 r—Revised. 
4. 12 *Data not available. 
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HIGH READER INTEREST 


Executive Offices 
717 Fox- Building, Detroit 1 
Telephone CAdillac 7554 


America's Favorite Food Industry Newspaper 


THE GROCERS’ SPOTLIGHT 


Shamie Publishing Company 


Ohio Edition Offices 
844 Engineers Bidg., Cleveland 14 
Telephone SUperior 2654 
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United Is Sued 
As Monopoly in 
Shoe Machines 


Government Charges A nti- 
Trust Violation and Seeks 
to Compei Sale Instead of 
Lease System by Firm, 


By Staff Oorrespondept 

Fairchild News Service 
Boston, Dec. 15.—A civil action 
against United Shoe Machinery 
Co~p., 140 Federal street, Boston, 
alleging violation of Sherman Anti- 
Trust Act, was filed in U. S. District 


Court today by Grant W. Kelleher, 
head of the Anti-Trust Division of 
“J. S. Department of Justice. 


numerous of the factory sup- 
plies of the type sold by it, and (6) 
attempting to monopolize and mo- 
nopolizing the mfanufacture and dis- 
tribution in interstate commerce of 
tanning machinery used in the man- 
ufacture of shoe leathers 

The Government asks that the 
court adjudge that United has 
monopolized and attempted to mo- 
nopdlize the shoe machinery indus- 
try and that defendant be perpet- 
yally enjoined from continuing to 
carry out, and be required to desist 
from monopolization and 
that defendant be enjoined from en- 
gaging in the manufacture or dis- 
tribu of shoe factory supplies. 


Other Charges. 
In furtherance thereof, the Gov- 
ernment alleges that United has 


Continued on Page Forty-nine 


* NEW YORK 3, N. TUESDAY, DECEMBER 16, TEN. CENTS 
Taylor in New Post |Vital Need of Skilled Workers|$3-$5 Rise Bars 


With J. W. Robinson 


By Staff 


Fairchild News Service 
L°s ANGELES, Dec. 15. 


George T. Taylor, 
merchandise 


merly wi 


eler & Frank. The 


appointment is redefinition of 


duties, Mr, Taylor has performed of 
assistant merchandise mana 


See our sales representatives 

for the Easter Fashions 
she'll see in March 

MADEMONSELLE CHARM 


producers of texti 
gray market oper. 


ments, the Wyoming Le: 
had told him that they had gone to 
mills and were told by the mills that 
they had no fabrics in stock. The 
manufacturers were then udwsed by 
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Manufacturers ... 


the mills, he rela to to 
THE CALIFORNIAN go x, 
of avatiable but at a higher 


Stressed at Coat Board Parley 


Siegel U; Training Program to Include Executive Per 


Louls A. 


gisletor said, 


id cag | 
is 51,915 os Dilying for the combined or- 
which Sanizations will be done from the 


While a vote of 202 to 188-—shy 
of a two-thirds majority necessary 
to pass the legislation unchanged— 
pigeonholed the Wolcott bill for the 
time being, there was a bare possi- 
bility that it would be brought back 
later this week for further House 
consideration. 


Waver Credit Ourts, 
* This bill, introduced by Chairman 
Jesse P. Wolcott Mich.) of the 
Ocontinued on Poe Fitty 


By FRANK ENGLE 
15.—~Asserting that the industry 
Rene i chairman of the executive board of the National 
Coat and Suit Industry Recovery Board, told delegates here that they 
must look forward to the training of skilled workers and executive per- 
sonnel, He advocated the greater coordination of the policies of mills, 

retailers. 


had “come of age,” 


New York office, 370 West 35th 
street. The former office of New 
Engand Trading Corp. at 376 Svv- 
enth avenue, will discontinned 
Executive offices w.u be maintained 
in Boston. 


The Bell Shops and New 
Trading Corp. were organi««t i 
1929"and started with one store i 
downtown Boston. Purchase 
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Coast Walkout 


In Sportswear 


Accord Reached Here on Los 


Dispute Grants 
Added 2% to Health Fund. 


—Organizational Strike Due, 


By HARRY BERLFEIN 


David Dubinsky, president of..the 
International Ladies> Garment 
Workers Union, 
night that he had reached an agree+ 
ment in the Los Angeles sports- 


wear market, averting a threatened | 


strike, 


The union leader reached terms 


with the employers at six o’clock 
igst night at ILGWU headquarters, 
where in the presence of a nego- 


, tating committee of membera of 


industry he gave out the details of 
the settlement, 

The agreement, ettective Jan. i, 
1948, and subject to ratification. by 


workers and employers on the West. 


Coast, calls for increases of $3 to 
$5 weekly for the 5,000 organized 


-{employes; a 2 per cent additional 


contribution by employers to the 


* [union's health fund: machinery for 
{settling disputes, and an escalator 


livi 
Duration Undecided, 


1 The contract wiil be for either 


two or three years, decision not 
ving been reached yet on this 


addition, the terms call for in- 


’ minimums, based on a study 

be undertaken by both sides. The 
fund contributions by. em~- 
ra will take effect July 1, 1948, 


an additional half per cent of 
roll to the fund starting July. 
. Hours of work continue at 


. Dubinsky sald he was happy 
strike has been avoided, but 
‘d that an organizational strike 
auonize the industry will be un« 

ken shortly. 

? contract is between the Calle 
. Sportswear and Dress Asso< 


yers have agreed to nt 


BROADWAY NEW YORK, 


announted last 


ager, hes — — 
36 been promotes to divisional mer. and Good Demand Cited'in Reports From All Markets— 
at J. W. Robinson Go, accordingto | Outlook Optimistic—Services of Late . Printz 
Stewart K. Widdess, president. Highly Commended. 
Mr, will supervise the : 
16 4 town and country coats and suits, 
He has been with Robinson's { 
x ager. the chairman’s report at the opening; = bales 
4 dise ‘statistical departm 
16 lieving Mr. Taylor. Mr. 
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Chernow Appointed 

American, Merchandising Com- 
pany, Montgomery, Ala., new mail 
order house, has appointed Cher- 
now Company, New York and St. 
Louis, to handle its advertising. 
Magazines, farm _ publications, 
radio, direct mail and Sunday 
newspaper magazine supplements 
will be used. 


IDEAS TO _ 
GFINISHED PRODUCTS. 


Have A Cigar? 
One vital selling secret 
is missing from all cigar 
ads today. Want more 
sales . . . fast? I can 
show you how! 

7014, Adv 

ky. 


Bo 
330 W. 42nd St., New York 


Convention exhibits and trade show 
displays designed, produced and installed. 


BETTER SIGNS FOR BETTER BUSINESS 
OVER 30 YEARS OF QUALITY MERCHANDISING SERVICE 


Time and Curtis 
Report Record 
Sales and Income 


New York — Annual reports of 
two of the giants of the magazine 
business last week confirmed what 
linage reports had forecast, that 
1947 was a boom year for maga- 
zines. 

Curtis Publishing Company had 
operating income of $127,899,039 
compared to $101,998,871 in 1946. 
Net profits were $5,078,425, com- 
pared with $4,034,186 in 1946, an 


increase of 25.9%. 

Time, Inc., had gross income of 
$120,404,217 in 1947, compared 
with $95,955,163 in 1946. Net 
profit was $7,432,824 in 1947, com- 


Signs, Displays — still or motion, Posters, Show Cards, 
Sales presentations 


SPLAY STUDIOS 


CHICAGO, ILL. 5484 


AMERICAN DI 


359 W. HUBBARD ST., - 


The Curtis report shows that 
The Saturday Evening Post’s 
circulation rose to 3,957,753 com- 
pared with 3,779,298 in 1946, and 
gross advertising sales were $58,- 
517,000 compared to $46,942,000 in 
1946. Advertising rate increases 
were made effective with the April 
5, 1947, issue, and another has been 
announced for the April 3, 1948, 
issue. 


‘Holiday’ Called Winner 


Ladies’ Home Journal’s circula- 
tion was 4,616,285 in 1947, as 
against 4,573,092 for 1946. Adver- 
tising volume rose from $19,519,- 
000 in 1946 to $25,220,000 in 1947. 
A rate increase became effective 
in February, 1947. “Stockholders,” 
the report says casually, “will be 
interested to know” that the Jour- 
nal’s October, 1946, volume record 
issue was surpassed by five issues 
in 1947. 

Jack and Jill showed an in- 
crease in circulation from 378,681 


pared with $4,007,024 in 1946. 


in 1946 to 412,218 in 1947. 


BUN ERS Uational and Local 


Should Know What. 
RINTING PRODUCTS CORPORATION &@ 


Can Do 


Equipment and Organization is unusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


Clean 
i‘ is a large volume of the kind of printing Printing Products ‘ 
Corporation is best ap and organized to produce, so if in 
doubt, it is best to write or phone what is wanted and information will 
be promptly given. 
Here is complete equipment and organization to handle all or any part 
of printing orders in which we specialize—from ILLUSTRATIONS 
and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best, which statement 


Proper Zuality 


because of up-to-date equipment and best workmen. . 


because of automatic machinery and day and night operation. 


quality and delivery. 


@ (THE FORMER ROGERS AND HALL COMPANY) . 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 


L. C, HOPPE 


and Telephone Wabash 3380—tocal and Long Distance 
President and ) Polk and La Salle Streets, Chicago 5, Illinois 
rect 


A large, efficient and completely 


equipped printing plant. 
(The former Rogers & Hall 
Company plant ) 


New Display Type 
for all printing orders. 


Monotype and Ludlow 
typesetting. 


All Standard Faces 


of type and special 
faces, if desired. 


Good Presswork— 
one or more colors. 


Facilities for Binding 
as fast as the presses 


is supported by customers, supply houses, credit agencies, First National oe 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. Mailing and Delivery 


service as fast as 
copies are completed. 


A SAVING is often obtained 
in shipping or mailing when 
. printing is done in Chicago, 


Right Price the great central market and 
distributing point. 
because of superior facilities and efficient management. 
A printing connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, ye? 


Linotype 


WHITCOMB 
~ Vice President and 
Assistant Director of | 

Sales 
L. C. HOPPE 
Secretary 


E. PREELAND 


In a foreword, President Walter 
D. Fuller cails attention to Holj- 
day, which he says “has continued 
its sensational growth and prom- 
ises to be highly successful.” Holi- 
day’s circulation rose from 426,907 
for 1946 to 724,940 and the De- 
cember, 1947, issue had a 873,543 
circulation. Gross advertising sales 
were $1,738,238 compared to 
$879,892 for 1946. Advertising 
rates were raised with the March 
and September issues. Yet Holiday 
ran at a loss in 1947. The report 
recalls that Holiday can carry 
liquor advertising in 1948 — the 
first change in an iron-clad Curtis 
policy, and forecasts a belief “that 
this magazine will return a profit 
within fewer years than are usu- 
ally required to establish a major 
national publication.” 


Time Oozes Optimism 


Mr. Fuller’s foreword also re- 
ports to stockholders the death of 
Fred A. Healy, senior vice-presi- 
dent and director of advertising, 
“one of the most respected and 
best loved men in the entire 
magazine publishing industry.” 

Time, Inc.’s, report—not nearly 
so explicit as Curtis’—said that 
“the number of advertising pages 
published in Time continued at 
the high level of 1946, up 30% 
over the number published in 
1941. . . In 1947 Life carried more 
advertising pages than in 1946, up 
37% over 1941. . . While Fortune 
and Architectural Forum carried 
fewer pages than in 1946, they 
continued in a strong competitive 
position .. . with advertising reve- 
nue in the case of both magazines 
in 1947 in excess of 1946 and up 
two and one-half times over what 
it was in 1941.” 

Time’s average net paid circu- 
lation reached 1,587,000 last year, 
Life reached 5,369,000, Fortune 
reached 252,000 and Architectural 
Forum reached 62,000. ‘These 
unprecedented circulations,” the 
report said, “do not in our opin- 
ion mean that the peak of demand 
for our magazines has been 
reached. The percentage of re- 
newal ... and volume of new 
subscriptions . . . continued to be 
high and to evidence unfilled de- 
mand, and there is good reason to 
believe that the market for our 
magazines is a growing one.” 

The company expressed confi- 
dence in its international editions, 
which despite unsettled world con- 
ditions, made progress last year. 
Time’s four international editions 
carried “a total of 2,348 pages (of 
advertising) at substantially in- 
creased rates. ... Life International 
. . . has moved up to a net paid 
civilian circulation of more than 
240,000.” 


Schedules Ad Test 


The southern California chapter 
of the American Association of 
Advertising Agencies will hold the 
second annual examination for ad- 
vertising in Los Angeles, April 17 
and 24. Last year more than 100 
took the test in Los Angeles. A 
limitation of 120 has been set for 
this year. 


Toni Appoints Miller 

Wilmore H. Miller, formerly 
manager of the domestic industrial 
tape division of Bauer & Black 
and export operating manager of 
Bauer & Black Curity brand prod- 
ucts, has been named head of the 
new foreign sales department of 
Toni Company, Chicago. 


3 Join L. A. Agency 

Al Hubbard has been appointed 
an account executive of Brisacher, 
Van Norden & Staff, Los Angeles, 
and Charles Hutchings has been 
named assistant to the copy chief. 
Arnold Polk has joined the 
agency’s production department. 


Horton & Henry Moves 


Horton & Henry, Inc., creator 
of illustrated sales and product 


fices at 280 Madison Ave., New 


York. 


literature, has moved to new of-- 


~ 


; 7 
? 
{ 
| 
i 
| 
ve 
° 
m 
e 
ey 
a 
4 
: 
| 
ARE STROW pecih® . 
4 we TRONG ON ouR 


profit 
e usu- 
Major 


Mullins Ups *48 
Schedule by 50% 


Warren, O.—Mullins Mfg. Com- 
pany here will use 60 full-color 
pages in 11 magazines for its 1948 
promotion of Youngstown Kitchen 
appliances. 

The campaign, said to be stepped 
up 50% over the company’s fail 
drive, will include page ads in 
American Home, Better Homes & 
Gardens, Country Gentleman, 
Farm Journal, Good Housekeep- 
ing, Ladies’ Home Journal, Life, 
Newsweek, Pathfinder, The Satur- 
day Evening Post and True Story. 
The ads will feature illustra- 
tions of home scenes aimed at 
building human interest, such as 
brother snapping at sister’s der- 


riere with a towel, the family dog | Corporation, Milwaukee. He will| manager, has been named sales 
making a lunge for hubby’s Dag- | direct all manufacturing, market-|manager, succeeding R. L. Le- 
wood-style sandwich, and father | ing and administrative operations.|fevre, who has been appointed 


and son playing catch with the 


Willard J. 


Cox, assistant sales |marketing manager. 


family’s best chinaware, all, of 
course, in Youngstown-equipped 
kitchens. 


Witte Opens Own Firm 


James G. Witte has resigned as 
director of packaging activities of 
Montgomery Ward & Co., Chicago, 
to form Witte Company, packag- 
ing consultant, with offices at 20 E. 
Jackson Blvd., Chicago. 


G-E X-Ray Names Three 


John H. Smith, vice-president 
in charge of marketing, has been 
elected executive vice - president 
and a member of the board of di- 
rectors of General Electric X-Ray 


O. A. FELDON & ASSOCIATES 
Publishers’ Representatives 


Dearborn 5272 


185 North Wabash Avenue Chicago 1, Ill. 


magazines, trade publications and ex- 
ecutive newspapers. Buchanan & Co. is 
the agency. 


Vincent Edwards 
Buys ‘Plastics’ 
from Ziff-Davis 


New York—Vincent Edwards & 
Co., business paper publisher, has 
purchased Plastics Magazine from 
the Ziff-Davis Publishing Com- 
pany, New York. 

V. Edward Borges, president of 
Vincent Edwards & Co., takes 
over the publication, effective im- 
mediately. William B. Ziff, chair- 
man of the board of Ziff-Davis, 
announced that the company will 
now confine its magazine opera- 
tion to newsstand publications ex- 
clusively. 

Ziff-Davis publishes Popular 
Photography, Radio News, Flying 
and Photo Arts. Terms of the sale 
of Plastics Magazine were not dis- 
closed. 


Wilder Elects 2 V.P.s 


T. H. Menaugh and C. O.|, 


Brewer have been elected vice- 
presidents of Almon Brooks Wil- 
der, Inc., Chicago. Mr. Menaugh, 
who has been with the agency for 
more than a year, will be service 
director. Mr. Brewer, formerly 
with Evans Associates Company, 
will be in charge of new business. 


Names Waterston Agency 


Cushman & Denison Mfg. Com- 
pany, New York, manufacturer of 
stationery supplies; has named 
Waterston Company, New York, 
to direct the promotion and ad- 
vertising of Flo-master Fountn- 
brush and inks. Magazines and 
trade publications will be used. 


TEXTILE BRAND BUILDING BEGINS IN THE TRADE 


HE'LL NEVER GET TO FIRST BASE! 


If you‘re building a textile-apparel brand . . . and 


AVAILABLE NOW 


Cedric Foster 


Only national news at 
noon. Available imme- 
diately for sponsorship. 
Write or wire for other 
availabilities. 


12 NOON, Mon.-Fri. 


52 time rate (talent in- 
cluded), Per week only 


$131.75 


OMAHA, NEBRASKA 
"Mutual" 


DAILY 


if you’re neglecting trade advertising . . . you're 
“out” before you start. Telling the consumer about 
a brand that is not featured by name in the retail 
store, is a waste of effort and money. 

Successful textile-apparel advertisers have found 
one sound formula for brand building. They tell the 
trade about their brand regularly, year-in and 
year-out, through Daily News Record — the daily 
business newspaper that reaches every branch of the 
textile, domestics, men’s and boys’ wear industries. 

Daily News, Record does a four-way job in build- 


NEWS RECORD 


7 East 12th St., New York 3 


DAILY BUSINESS NEWSPAPER OF THE TEXTILE, DOMESTICS, MEN’S AND BOYS’ WEAR INDUSTRIES 


ing textile-apparel brands: (1) it speeds distribution; 
(2) it preserves the brand identity of the merchan- 
dise and keeps identifying tags and labels on the 
product; (3) it helps educate the retail salesperson; 
(4) it promotes the use of dealer help material. 
Daily News Record is a solid trade foundation on 
which to build national textile brand recognition. 
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Geissinger Back 
in Citrus with 
Texsun Account 


Tex.—W. B. Geissin- 
ger & Co., Inc., Los Angeles, has 
been appointed to handle adver- 
tising of Texsun Citrus Exchange, 
effective today. The account had 
previously been handled by Grant 
Advertising Agency. 

W. B. Geissinger, president of 
the agency, said no plans for the 
account, which has $500,000 for 
1948 promotion, are definite be- 
yond the fact that a service office 
will be opened in Weslaco on or 


S$ S Rubber Cement Co. 
Again taking orders for pre-war 


Artists’ Rubber Cement 
ARTEX BRAND 
1 Gallon — $3.50 "Quart — $1.25 


314 Michigan Chicage 1, 


before May 1. It will be staffed 
with “key personnel who are top 
men in the citrus advertising field,” 
he said. Texsun markets fresh 
grapefruit, oranges and canned 
citrus juices., 

In taking the account, Mr. Geis- 
singer returns to a field in which 
he has a wide background. He 
was with California Fruit Grow- 
ers Exchange ‘(Sunkist) for 17 
years and advertising manager 
from 1924 to 1938. Leaving Sun- 
kist in 1938 he went to the Chi- 
cago office of Lord & Thomas, 
where he remained until 1941 
when he went to Los Angeles to 
open the Batten, Barton, Durstine 
& Osborn office there. He left 
BBDO in November, 1946, to open 
the agency which bears his name. 


Florida Renames Agency 


Allied Advertising Agencies of 
Florida has been reappointed to 
handle the 1948-49 advertising 
of Florida by the State Advertis- 
ing Commission. Florida News & 
Photo Service has been renamed 


Must Sell Good 
‘Job Package’ to 


Workers: Boulware 


Cites G-E Program; 
Folsom Named Brand | 
Names Group Head 


New York—Executives of Gen- 
eral Electric Company believe that, 
eventually, they can be just as 
successful—‘“‘can give just as much 
assurance of value and trustworth- 
iness, on a job package as on a 
product package,” Lemuel _ R. 
Boulware, vice-president of G-E, 
told the Brand Names Foundation 
here last week. 

Mr. Boulware’s talk on employe 
relations stressed “a new oppor- 
tunity for brand names.” 


to direct the publicity. 


“By the familiar market re- 


WIPE-ON—Plasti-Kote, Inc., Cleveland, 
is introducing Kote-A-Car, a new wipe- 
on auto body finish, available in eight 
colors. Each label has a die-cut color 
block exposing an actual color swatch 

that is painted on the can. 


satisfying.” 
Company Aims High 


To meet these “customer needs,” 
he continued, the company is try- 
ing to bring “the physical and fi- 
nancial features of each job up to 
standard”; to improve leadership 
or “salesmanship”; to “remove 
misinformation and to supply cor- 
rect information about the eco- 
nomic, social and political infiu- 
ences that surround the job with 
opportunities and limitations.” 

In addition to informing G-E’s 
197,000 employe families “and 


search process,” he explained, G-E 
found “nine features to be what 
our employes want: Good pay; 
good working conditions; good 
bosses; steady work; a chance to 
get ahead; to be treated with re- 
spect; to be doing something worth 
while; to get the facts about what’s 
going on—in and out of General 
Electric—and what’s their signif- 


icance, and to have other reasons 


and Wa 


(During 1947) 


industrial Employment Rose 


Industrial Wages 
a ($95,234,000) Went Up 


| Average Weekly Industrial 
| Wages ($52.74) Climbed 


Industrial 
Employment 
ges 


5.2% 


18.4% 


12.5% 


(and in January 1948 reached 
$55.37 — the second highest 
average of all nine major cities 
in Massachusetts for 13 con- 
secutive months) 


Sunday over 100,000. 


Tap these gains with thorough advertising 
coverage in the Worcester Telegram-Gazette 
—daily circulation in excess of 140,000; 


Source: Massachusetts Department of Labor and Industries. 


WORCESTER, MASSACHUSETTS | 
GEORGE F BOooTH Publishex- 


MOLONEY, REGAN & SCHMITT, NATIONAL 


their 6,500,000 neighbors,” the 
messages are being sent to “several 
thousand thought’ leaders outside 
our plant communities—legislators, 
educators, editors, labor leaders, 
and others.” 

He urged the foundation mem- 
bers to “challenge yourselves to be 
sure you are planning too for the 
more beneficial operation and the 
greater security of our whole sys- 
tem.” 


Folsom Elected Chairman 


Frank M. Folsom, executive 
vice-president, RCA Victor divi- 
sion of RCA, Camden, was elected 
chairman of the board of Brand 
Names Foundation, succeeding 
Edward S. Rogers, chairman of 
Sterling Drug, Inc. Henry E. Abt 
was reelected president. 

W. T. Holliday, president of 
Standard Oil Company of Ohio, 
Cleveland, and Donald B. Doug- 
las, vice-president, Quaker Oats 
Company, Chicago, were elected 
vice-chairmen of the board, and 
Theophil H. Mueller, president of 
Julius Kayser & Co., New York, 
chairman of the executive commit- 
tee. Gavin MacBain, treasurer, 
Bristol-Myers Company, New 
York, was reelected treasurer. 
The foundation awarded certifi- 
cates of public service to 26 brands 
in the New York area which were 
introduced 50 or more years ago. 
The oldest was James E. Pepper 
whisky of Three Feathers Distrib- 
utors, Inc., introduced in 1776. 
Others were Three Feathers 
whisky; Amami toiletries of Prich- 
ard & Constance; Maillard’s candy, 
etc.; Philip Morris cigarets; Skin- 
ner’s silks; Wiss shears and scis- 
sors; Butterick paper . patterns; 
Chase burlap-cotton-paper bags; 
Remington typewriters; 
Between the Acts, Old Gold, 
Climax, Headline, Egyptian Dei- 
ties, Van Bibber, Bagpipe, Beech- 
Nut, Union Leader, and Friends 
tobacco brands of P. Lorillard & 
Co.; Beecham’s pills; Jacquin’s 
liqueurs; Coca-Cola; Tension en- 
velopes; O. T. C. oyster crackers, 
and Eno effervescent salt. 


Exhibit Names Peare 


Robert S. Peare, vice-president 
in charge of advertising, broad- 
casting and general publicity of 
the General Electric Company, has 
been appointed chairman of the 
board of exhibitors of the Inter- 
national Air Exposition to be held 
in connection with the commem- 
oration of the golden anniversary 
of the city of New York in July. 


Gets Lamp Account 


Stern Industries, Los Angeles, 
manufacturer of lamps, has named 
Bass-Luckoff, Hollywood, to 
handle its advertising. Newspa- 
pers, trade publications, direct 
mail and point - of - sale material 
will be used. 


Buckhout Moves East 


Russell Buckhout, former west- 
ern advertising manager of Pop- 
ular Science Monthly, New York, 


ee is returning to the eastern staff of 


the magazine, where he will again 
cover the New York state territory. 


Curtin to Westinghouse 


Thomas M. Curtin, former ad- 


vertising maneger of the Cargo- 
caire Engineering Corporation, has 
joined the advertising staff of 
Westinghouse Electric Corporation, 


New York. 


for really liking their jobs—sugh 
as finding them interesting and 
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Launderall Gets 
Dealer Promotion 


for Home Rental 


Worcester, Mass.— New Eng- 
land newspapers currently are 
carrying ads placed by local ap- 
pliance dealers offering Launder- 
all home laundries on a “rent-a- 
plan” basis. 

The Walker Electrical Supply 
Company, Worcester distributor 
of Launderall, has developed and 
is now manufacturing, at the rate 
of 1,000 monthly, the “Kimeter,”’ 
which is applicable to washing 
machines for coin deposits. 

For an installation fee of $15, 
distributors are offering to install 
a Launderall equipped with a 
“Kimeter.” A 10-pound wash in 
the machine is allowed with each 
deposit of a 25-cent coin in the 
meter control device. 

Biggest sales feature of the 
“Kimeter” tie-in with Launderall 
is the application of all sums pre- 
viously collected from the meter 
to the purchase price, if the home 
owner decides to purchase the 
machine after 90 days. 


Limited to Homeowners 


Walker president, Irving J. 
Walker, explains that the installa- 
tions of these machines are limited 
to families owning their own 
homes and who have either an 
infant, or three or more children. 

New England Launderall dealers 
advertising the “Rent-A-Plan” in 
newspapers currently are located 
in five cities. In New Haven, 
Conn., Electronic Sales reports 
that last month one 40-inch ad 
in a local paper for a dealer pulled 
more than 200 telephone calls and 
100 letters within three days. 

Initial “Kimeter” distribution 
has started through Launderall 
dealers in Los Angeles, Nashville, 
New Haven, Boston, Indianapolis, 
Seattle, Baltimore and Washing- 
ton. The Walker company plans 
to tie in with other home laundry 
manufacturers in the near future, 
its president reports. 


To Allied Advertising 

The Cleveland Institute of 
Radio Electronics, which offers 
radio training home study courses 
on a nationwide basis, has ap- 
pointed Allied Advertising 
Agency, Cleveland, to handle its 
advertising. Direct mail, maga- 
zines and trade publications will 
be used. 


Names Scott Hershey 

Scott Hershey, formerly with 
American Aviation Associates, has 
been named news chief of Air 
Transport Association of America, 
Washington, succeeding Russell 
Gerould, who has resigned to be- 
come publisher of three weekly 
newspapers in Maine. 


CAN HELP YOU 


Joins Soundscriber 
Richard W. Davidson, a sales 
executive with International Busi- 
ness Machines Corporation, New 
York, for the past 15 years, has 
been appointed sales manager of 
the Soundscriber Corporation, 
New Haven, Conn. 


Schedules Lectures 


John H. Van Deventer, director 
of information for the Committee 
for Economic Development,. New 
York, will speak at a series of 


meetings with southern and south- 
western industrial editors begin- 
ning April 15 in Atlanta. His talks 
on the subject of “The Next De- 
pression” will be followed by dis- 
cussions of the committee’s plan of 
cooperation with the nation’s busi- 
ness and industrial publications. 


CAB Appoints Allard 

The Canadian Association of 
Broadcasters has appointed T. J. 
Allard as general manager, suc- 
ceeding Harry S. Dawson, who 
has resigned. Mr. Allard has been 


director of public service of the 
association since 1946 and head of 
the radio bureau in Ottawa since 
1944. G. R. A. Rice, CFRN, Ed- 
monton, has been named chair- 
man of the CAB board, with Phil 
Lalonde, CKAC, Montreal, as hon- 
orary president. 


State Network Elects 

The North Carolina State Net- 
work has elected J. Robert Mar- 
low, Station WGWR,. Asheboro, 
president. Other officers elected 
are: H. H. Sedill, Station WGTL, 


Kannapolis, vice-president and 
general manager, and James Dal- 
rymple, Station WEWO, Laurin- 
burg, secretary-treasurer. 


HERR, 


ETRADE AND CONSUMER PUBLICATIONS 
= EMPIRE STATE BUILDING 
ENFW YoRKI 


LONGACRE 


This MYSTIK Self-Stik Sign in full 
colors, featuring the new foil-wrapped package, 
was produced for the distributor of a well-known brand of butter. 


It’s easy to think up a good sales story 


for your product. But how do you get that idea 


up at the point-of-sale. . . right where people have 


. . . it it's a matter of stock photos 
to fit gl need, chances are the 
jes in our ‘500,000 stock photo 
nds of ad-men have proved 

fe time and again. 


KAUFMANN & FABRY CO. 
425 S. Wabash Ave., Chicago 5, Ill. 


*Trade Mark Registered 
Mystik Print Patented 


7 FREE Write for 20-page 


their hands on their money, ready to buy ? Point- 
of-sale advertising .is the pay-off link in your 
whole promotion: program. And Myst1K makes 
it easy to get point-of-sale advertising displayed. 


book filled with Mystik ideas 
and many other winning poin‘- 
of-sale suggestions. 


MYSTIK* Self-Stik Signs, 
may be placed immedi- 
ately on show cases, store 
walls, pillars, counters, 
shelf edges, mirrors, back 
bars and many other 
choice display spots where 
you can't use conven- 
tional signs. Self-Stik back 
makes MYSTIK signs easy 
to apply to any clean, 


dry surface. 


Myst1k sticks without moistening. Just peel off . 
its protective back and press it in place. Easy 
to remove, too—store managers appreciate this 
feature! Mystik prints beautifully, makes 
attractive signs, shelf strips, two-way signs, 
plaques, Econo Truck Signs, many more. Let 
us suggest a sales-getting Mystik idea for you. 


PRINTING 


In Point-of-Sale Advertising 


, 2639 N. KILDARE « CHICAGO 39 « SPAULDING 1600 « In New York: 1775 Broadway— Offices in all other Principal Cities 
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shall be properly 


‘session of the NAB convention in 


tion. 


thas been deleted and replaced by 


‘fundamental belief in freedom of 


Text Revised Air 


Is Sent to Broadcasters 


Final Action Hoped 
for at L.A. Meeting 
Next Month 


WasHINGTON — Standards of 
Practice for the country’s broad- 
casters, which the National Asso- 
ciation of Broadcasters has been 
working on for almost a year, were 
submitted in revised form to the 
NAB membership last week. 

The newest revision, worked out 
by a restyling committee headed 
by NAB President Justin Miller, 
and approved by the NAB board 
of directors at a meeting in Febru- 
ary, will be discussed at a special 


Los Angeles May 17-18. 

Following discussion at this ses- 
sion, the code will go back to the 
NAB board for final promulga- 


General Language Used 


The general phases of the code 
have been watered down some- 
what, and its length has been cut 
almost in half. A specific list of 14 
types of business designed as “not 
acceptable” in the original draft 


general language. In addition, the 
limitation of 2 minutes 45 seconds 
on 25-minute programs between 
6 and 11 p.m. has been changed 
to 2 minutes 50 seconds. Other 
limitations stand without 
change. 

The revised code also eliminates 
strictures against dramatized po- 
litical broadcasts, and substitutes 


the following: 
“Political broadcasts, or the dra- 
matization of political issues de-| 
signed to influence an election, | 
identified. as | 

such.” 
The full text of the new instru- | 
ment follows: 


Foreword 


The members of the National 
Association of Broadcasters, recog- 
nizing: 

That the American System of 
Broadcasting is a significant in- 
strument of a living democracy; 
symbolizing and exemplifying the 


2xpression, established in the First 
Amendment to the Constitution: 
. That American radio has at- 
ained such stature that its services 
are available to every person in 
America and her possessions: 
That its influence in the arts, in 
science, in commerce and upon the 


4 


Topflight 
photo offset in 
aort & medium runs 


FINE OFFSET PRINTING 


‘The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehali 5957 


public welfare is of such magni- 
tude that the only measure of its 
responsibility is the common good 
of the whole people: 

And further recognizing, as 
those destined to administer its 
affairs, a particular obligation to 
serve in such manner that their 
endeavor may reflect credit upon 
their profession, and aspiration 
toward a better estate for man- 
kind: 

Do set forth and subscribe to the 
following Standards of Practice, 
self-imposed, self-guided,  self- 
perpetuated, subject only to such 
change as may be dictated by the 
interest of the people. 


Creed 


We, the members,of the Nation- 
al Association of Broadcasters, re- 


affirm our determination to: 

Honor man’s right to religious 
freedom, and the sanctity of his 
marriage and his home. 

Protect and uphold the dignity 
and brotherhood of man regard- 
less of race, faith or national ori- 
gin. 

Enrich the daily life of our 
people through education, enter- 
tainment and information, employ- 
ing the full and ingenious use of 
man’s store of knowledge, his tal- 
ents and skills; and through the 
factual reporting and analysis of 
the news. 

Provide for the fair discussion 
of matters of general public con- 
cern; engage in works directed to- 
ward the common good; and vol- 
unteer our aid and comfort in 
times of stress and emergency. 

Contribute to the economic wel- 
fare of all by expanding the chan- 
nels of trade; by encouraging the 
development and conservation of 
natural resources; and by bringing 
together the buyer and seller 


through the broadcasting of in- 


formation pertaining to goods and 
services. 

Achieve the foregoing by exer- 
cising critical perception and dis- 
cernment, and by considering the 
rights and sensitivities of all peo- 
ple and the proprieties and cus- 
toms of society. 


STANDARDS OF PRACTICE* 
PROGRAM STANDARDS 


NEWS 

News reporting should be fact- 
ual, fair and without bias. Com- 
mentary and analysis should be 
clearly identified as such. 

Good taste should prevail in the 
selection and handling of news. 
Morbid, sensational or alarming 
details not essential to the factu- 
al report, especially in connection 
with stories of crime or sex, should 
be avoided. News should be broad- 


*Standards for broadcasting can 
never be final or complete. It is a 
creative art, still in the process of 
development, and as such it must 
always seek new ways to achieve 
greater advances. Therefore, 
Standards promulgated must be sub- 
ject to change. 
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cast in such a manner as to avoid 
panic and unnecessary alarm. 

Broadcasters should exercise 
due care in their control and su- 
pervision of content, format, and 
presentation of news, commen- 
tary, and news-analysis broad- 
casts originated by them; and in 
their selection of newscasters, 
commentators and analysts. 

Broadcasters should exercise 
particular discrimination in the ac- 
ceptance and placement of adver- 
tising in news programs. Such ad- 
vertising should be appropriate to 
the program, both as to content 
and presentation, and should be 
distinctly set apart from the news 
content. 

In programs of news, news com- 
mentary and news analysis which 
are less than ten minutes in length, 
no more than two commercial an- 
nouncements should be used and 
they should be given at or near the 
beginning and end of the program. 

Agricultural and market news- 
casts should be governed by the 
same general standards applicable 


lynch the licensee 


~ LIQUOR SALES 
1946 


Wl INSIDE MARKET (ABC City of Pittsburgh) 
Total Liquor Sales ..- $34 Million 


COVERAGE ACHIEVED BY TWO 
PITTSBURGH EVENING PAPERS 


95% (9 “+ 10 Families) 


JEFFERSON 


SHINGTON 
(972,231 


BAL. ALLEGHENY 
$9,601,313 


ABC CITY 


WESTMORELAND 
$6,798,544 


DRY TOWNSHIPS 


217% | 


All Areas in Grey Are 


(1 OUTSIDE MARKET (Rest of 14 Counties) 
Total Liquor Sales .. . $39 Million 


GREATEST COVERAGE BY ANY 
PITTSBURGH DAILY NEWSPAPER 


10 Families) 


Sources: State Departments of Liquor Control, ABC 12 mos. ending Mar. 31, 1947, 1940 Census 
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io news broadcasts. 


POLITICAL BROADCASTS* 
Political broadcasts, or the 
dramatization of political issues 
designed to influence an election, 
shail be properly identified as 
such. 


PUBLIC AFFAIRS AND ISSUES 

A broadcaster, in allotting time 
for the. presentation of public 
questions, including those of a 
controversial nature, should use 
his best efforts to insure fair 
presentation. Such time should 
be allotted with due regard to all 
other elements of balanced pro- 
gram schedules, and to the degree 
of interest on the part of the pub- 
lic in the questions to be pre- 
sented. 

Discussions of controversial 
public issues should be presented 
on programs specifically intended 


*Because of the present confusion 
concerning the laws with respect to 
political broadcasts, broadcasters 
are advised to consult their lawyers 
in all cases where they have the 
least doubt as to the proper method 
of handling such matters. 


for that purpose, and they should 
be clearly identified as such. 

The presentation of controver- 
sial public issues should be made 
by properly identified persons or 
groups. 

Broadcasts of controversial pub- 
lic issues should be free from cen- 
sorship, but the right should be 
reserved to refuse them for non- 
compliance with laws such as 
those prohibiting defamation and 
sedition. 

RELIGIOUS PROGRAMS 

Broadcasting, which reaches 
men of all creeds simultaneously, 
should avoid attacks upon religion. 

Religious programs should be 
presented respectfully and accu- 
rately, and without prejudice or 
ridicule. 

Religious programs should be 
presented by recognized and re- 
sponsible groups and organizations. 

Religious programs should place 
emphasis .on broad religious 
truths, excluding the presentation 
of controversial or partisan views 
not directly or necessarily related 


to religion or morality. 

Offers contained in religious 
programs should be confined to 
free copies of religious literature 
or free mementos of a religious 
nature. 

CHILDREN’S PROGRAMS 

Children’s programs should be 
based upon sound social concepts 
and should reflect respect for par- 
ents, law and order, clean living, 
high morals, fair play and honor- 
able behavior. 

They should convey the com- 
monly accepted moral, social and 
ethical ideals characteristic of 
American life. 

They should contribute to the 
healthy development of personal- 
ity and character. 

Programs involving tortures, 
horror, the supernatural or cli- 
mactic incidents likely to terrify 
or unduly excite the emotions 
should be avoided. 

Reference to kidnapping or 
threats of kidnapping, should be 
excluded from children’s pro- 
erems. 


There should be no appeals urg- 
ing children to purchase the prod- 
uct in order to keep the program 
on the air. 

Since contests and offers which 
encourage children to enter strange 
places and to converse with 
strangers in an effort to collect 
box tops or wrappers may present 
a definite element of danger to 
the children, they should not be 
accepted. 

CRIME AND MYSTERY PRO- 
GRAMS 

In determining the acceptabil- 
ity of any program containing any 
element of crime, horror or mys- 
tery, due consideration should be 
given to the possible effect on all 
members of the family. 

The techniques and methods of 
crime should be presented only in 
such a way as to preclude imita- 
tion; criminals should be pun- 
ished, specifically or by implica- 
tion; and programs which tend to 
make the commission of crime at- 
tractive should not be permitted. 

Such programs should exclude 


You spend lots of dough on displays, and your men really spot ‘em in the bars. 


So you visit one to see the effect . . . and find half your masterpiece transplanted 


‘way out in the washroom! 


Lynch the lug? We know you'd love to. . . and we also know you'd never let 


this happen to anything you 


in Pittsburgh. 


could control . . . like your newspaper advertising 


We know you won't let anyone break up the 95% coverage of “the regulars”, 
given inside this city by the two evening papers . . . to go after @ 5% extra 
coverage of “the drys” outside, with a morning-evening buy. 


We know you'll look at profits, not people . . . and see that this 5% represents 
just two million liquor dollars outside . . . compared to ten million inside, that 
you'd have to pass up, if you lost only 30% city coverage through morning- 
evening duplication. 


Let's concentrate inside . .. where they wash tonsils! 


Pittsburgh Sun-Telegraph 


OUTsells because it EXcels 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE-OFFICES IN PRINCIPAL CITI®. 


the following subject matter: 

Detailed presentation of brutal 
killings, torture or physical agony. 

Episodes involving the kidnap- 
ping of children. 

Sound effects calculated to mis- 
lead, shock or unduly alarm the 
listener. 

Disrespectful portrayal of law 
enforcement; and characterization 
of officers of the law as stupid or 
ridiculous. 

Suicide as a satisfactory solu- 
tion to any problem. 

GENFRAL 

Sound effects and expressions 
characteristically associated with 
news broadcasts (such as “Bulle- 
tin,” “Flash,” etc.) should be re- 
served for announcement of news, 
and the use of any deceptive de- 
vices in connection with fictional 
events and non-news programs 
should be unacceptable. 

When plot development requires 
the use of material which depends 
upon physical or mental handicaps 
it should be used in such a way as 
te spare the sensibilities of suf- 
ferers from similar defects. 

The regular and_ recurrent 
broadcasting, in advance of sports 
cvents, of information relating to 
prevailing odds, the effect of which 
could be expected to encourage 
gambling, should not be permitted. 

Simulation of court atmosphere 
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over-repetition 


or use of the term “Court” in a 
program title should be done only 
in such a manner as to eliminate 
the possibility of creating the 
false impression that the proceed- 
ings broadcast are vested with 
judicial or official authority. 


ADVERTISING STANDARDS 


Advertising is the life blood of 
the free, competitive American 
system of broadcasting. It makes 
possible the presentation to all 
the American people the finest pro- 
grams of entertainment, informa- 
tion and culture. 

Discretion should be exercised 
to determine that advertising copy 
offerec for broadcasting complies 
with pertinent federal, state and 
local laws. Acceptance of adver- 
tising should be predicated upon 
such considerations as the integ- 
rity of the advertiser, the quality 
of the product, the value of serv- 
ice, and the validity of claims 
made. 

In accepting advertising the 
broadcaster should exercise great 
care that he is not conveying to 
his audience information which 
is misleading, dangerous to health 
or character, distasteful or con- 
trary to the proprieties and cus- 
toms characteristic of his audi- 
ence, or in violation of business 
and professional ethics. 

Advertising copy should contain 
no claims intended to disparage 
competitors, competing products, 
or other industries, professions or 
institutions. 

Advertising copy should contain 
no claims that a product will effect 
a cure. 

Good taste should always govern 
the content, placement and pres- 
entation of announcements. Dis- 
turbing or annoying sound effects 
and devices, blatant announcing 
should be 
avoided. 

TIME STANDARDS FOR AD- 
VERTISING COPY 

As a guide to the determination 
of good broadcast advertising 
practice, ‘the time standards for 
advertising eed are established as 
follows: 

The maximum time to be used 
for advertising, allowable to any 
single sponsor, regardless of type 
of program, should be: 

Between 6:00 p.m. and 11:00 p.m. 


minute programs ........ 1:00 
minute programs ........ 2:00 
minute programs ........ 2:30 
minute programs ........ 2:50 
minute programs ........ 3:00 
minute programs ........ 4:30 


When you buy 
| The Team, you 
plus 

, its new 
5,000-watt day- 
time 550 Ke associate 
for rural Kansas. The 
Team’s coverage is cus- 
tom-built to cover all the 
Kansas City market. And 
The Team is 
the only Kansas 
City broadcaster 
doing that job. 


of Kansas City 


KFRM 


for Rural Kansas 


Representatives: 
inc. 


60 minute programs ........ 6:00 
AH Other Hours 
5 minute programs ........ 1:15 
10 minute programs ........ 2:10 
15 minute programs ........ 3:00 
25 minute programs ........ 4:00 
30 minute programs ........ 4:15 
45 minute programs ........ 5:45 
60 minute programs ........ 7:00 


The time standards allowable to 
a single advertiser do not affect 
the established practice of allow- 
ance for station breaks between 
programs. 

All multiple sponsorship or an- 
nouncement programs, except as 
hereinafter provided, are subject 
to the limitation of a maximum 
of three minutes of advertising 
per fifteen-minute segment. Such 
programs of half hour, three- 
quarter hour and hour duration 
are subject to appropriate multi- 
ples of that limitation. 

Recognizing that such programs 
as shopping guides, market infor- 
mation, rural news, and the like 
do render a definite service to the 
listening public; time standards for 
such programs may be waived for 


a total of one hour a broadcast 
day, but care should be exercised 
to preserve proper program bal- 
ance in their distribution. 

While any number of products 
may be advertised by a single 
sponsor within the specified time 
standards, advertising copy for 
these products should be presented 
within the framework of the pro- 
gram structure. Accordingly the 
use on such programs of simu- 
lated spot announcements which 
are divorced from the program 
by preceding the introduction of 
the program itself, or by following 
its apparent sign-off should be 
avoided. To this end the program 
itself should be announced and 
clearly identified before the use 
of what have been known as “cow- 
catcher’ announcements and the 
program should be signed off after 
the use of what have been known 
as “hitch-hike” announcements. 

Any reference in a program to 
any product or service under any 
trade name, or language sufficient- 
ly descriptive to identify it should, 
except for normal guest identifica- 


tions, be considered as advertis- 
ing copy and, as such, a part of 
and included in the total time al- 
lowances as herein provided. 

The placement of more than one 
commercial announcement  be- 
tween’ two programs should not 
be permitted except in those ‘in- 
stances when one of the two an- 
nouncements is a sponsored time 
signal, weather report, station 
promotion, identification, owner- 
ship or location announcement of 
not to exceed a total of 10 seconds 
in length. 

CONTESTS 

Any broadcasting designed to 
“buy” the radio audience, by re- 
quiring it to listen in hope of re- 
ward, -rather than for the quality 
of its entertainment should be 
avoided. 

Contests should offer the oppor- 
tunity to all contestants to win on 
the basis of ability and_ skill, 
rather than chance. 

All contest details, including 
rules, eligibility requirements, 
opening and termination dates 
should be clearly and completely 
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announced ar easily accessible tg 
the listening public; and the win. 
ners’ names should be released as 
soon as possible after the close of 
the contest. 

When advertisers request con. 
testants to submit box-tops, wrap- 
pers or other evidence of purchase 
of product, reasonable facsimiles 
thereof should be made acceptable, 

All copy pertaining to any con- 
test (except that which is res 
quired by law) associated with 
the exploitation or sale of the 
sponsor’s product or service, and 
all references to prizes or gifts 
offered in such connection should 
be considered: a part of and in- 
cluded in the total time allow- 
ances as herein provided. 
PREMIUMS AND OFFERS 

Full details of proposed offers 
should be submitted to the broad- 
caster for investigation and ap- 
proval before the first announce- 
ment of the offer is made to the 
public. 

A final date for the termination 
of an offer should be announced 
as far in advance as possible. 


What a prize audience 
editorial screening of 
families gives you for in- 
surance — and for cars, 
cod-liver oil, skates, mat- 
tresses, soup, and radios 
—for everything that 
contributes to a family’s 
security and happiness. 
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> close of satisfaction with the premium by 7 wands Emily Post Rate h ule 
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and ap. § State Bar public relations com-| out the country during the past | through, but additional charges of 
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1ounced # more is conducting a television} WBAL’s Studio of Tomorrow. The |$200 per hour. Standard charge 
ble. course starting April 5 and meet-| fee for the 10‘lectures is $10. for remote pickups is $800. 


Becomes Evening Daily 
The News Times, Newport 
Beach-Balboa, Cal., published by 
Sam D. Porter, has been changed 
from a semi-weekly publication 
to an evening daily. George D. 


Close, Inc., has been appointed 
national advertising representa- 
tive. 


Oil Group Adds Two 


Stanton Smith, president of the 
Smith Oil & Refining Company, 
and G. Stewart Brown, manager 
of the public relations department 
of Standard Oil Company of Cali- 
fornia, have been elected to the 
Oil Industry Information Com- 
mittee, New York. 


Spitzer & Mills Names 2 

Donald McCrimmon, on the ex- 
ecutive staff in the Toronto office 
of Spitzer & Mills, and V. L. 
Hanna, formerly sales promotion 
and advertising manager of Brit- 
ish American Oil Company, have 
been named group supervisors in 
the Montreal office of Spitzer & 
Mills. 


ere’s size 


it important for you. 


==. 


for all big magazines. ) 


and Gardens. 


plus selectivity 


T’S not only Better Homes & Gardens’ 3,000,000 circulation that makes 


It’s the fact that 100% service articles on better living in better homes appeal 
exclusively to husbands and wives whose big interest is home and family. 


They read BH&G not for entertainment, but for information, know-how 
and ideas. They're as avid for ads that tell them something as they are for 
editorial — ads and editorial are on the same side of the fence in BH&G. 


BH&G is the guide for better living to these families — and that fact does 


Se 
— a further screening job of holding only the families who are in a position to 
+ buy more in order to live better. (BH&G incomes are among the highest 


Hh The BH&G representative will be around to tell you how editorial screening 
mw hg can give you the best market in the world. Better get all the facts from him. 


Free... 


2 helpful 
BANKING 
Bulletins 


for Advertisers 
and Agencies 


INDUSTRIAL & COMMUNITY 
DEVELOPMENT 

— railroads, public utilities, 
chambers of commerce, banks 
and others are promoting their 
areas, industries and products 
. .. Banking contacts open new 
doors for business development. 


REPORTS TO STOCKHOLDERS [am 

AND PUBLIC BY INDUSTRY | 
—Leaders in business, industry 
(and banking) use public rela-# 
tions advertising to inform 
stockholders, and public — via 
bankers—as ‘to. earnings, prog- 
ress and future plans. 


Get your copies today! | 


The magazine of influence 
among men of influence is— | 


Journal of the American Bankers 
Association 


ABC circulation over 34,000 


12 E. 36th St. 105 W. Adams Sam 
New York 16 Chicago 3 
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More than half of all the United States’ 
887,000 acres of Sugar Beets is in The Sure- 
Crop Area where 445,000 acres were harvested 
in 1947. Colorado was first individual state 
with 169,000 acres. Other states in the Sure- 
Crop Area rated as follows: Southern Idaho, 
90,000 acres; Southern Montana, 50,000 acres; 
Western Nebraska, 55,000 acres; Utah, 45,000 
acres, and Wyoming, 36,000 acres. 


This important farm machinery market 
is served by THE WESTERN FARM LIFE, 
one of the Nation’s leading Farm and Live- 
stock publications. In the 8 Mountain States: 
first in Circulation; first in Advertising 
Linage; first in r Service. 


the Nation 4 
No. FARM MARKET. 
SUGAR BEET 
PRODUCING MACHINERY 


‘DENVER, COLORADO | 
‘National Representative: THE KATZ AGENCY, Inc. 


New York Chicago Detroit Atlanta Dallas « Kansas cit y 
San Francisco Los Angeles ~~ 


THE WESTERN FARM 
LIFE—Circulation 131,592 
(Dec. 15, 1947). Total Farms 

“The 


Ads for Export 
Pose Problems, 


Says Simmons 


Co_umsus, O.—Even though 
American manufacturers treat 
their export advertising like a 
stepchild, it reached a peak dur- 
ing 1947 and holds great promise 
in the years to come, in the opin- 
ion of speakers at a recent Cham- 
ber of Commerce meeting on ex- 
port advertising here. 

Addressing several hundred 
central Ohio manufacturers, R. G. 
Simmons, vice-president of Mel- 
drum & Fewsmith, Cleveland, said 
that export advertising today is 
plagued by three fundamental 
problems. 

The first, he said, is that of get- 
ting management to give its ex- 
port department the same careful 
consideration it does the rest of its 
business; the second is to get ex- 
porters to remember that many of 
their customers don’t speak or 
read English, and the third prob- 


NO. 1 NEWSPAPER 
INTHE NO. 4 TOWN 


Peacock would STRUT! 


Whether peacocks make any noise or not we don’t know. They do have some 
tendency to strut. Probably to disclose some superiority. The artist drew this pea- 
cock merely to direct your attention to the fact that we’re No. 1 newspaper in the 
No. 4 town, weekdays. Having employed no “startling” promotion, we’re led to 
the conclusion that more people buy The Free Press solely because they like it. 


LARGER WEEKDAY CIRCULATION THAN 
ANY OTHER DETROIT NEWSPAPER 


The Detroit Sree Press 


Advertising Age, April 5, 1948 


REDESIGNED—The Mercury emblem of 

the Florists Telegraph Delivery Associa- 

tion, Detroit, symbolizing flowers-by- 

wire, has been modernized for use 

throughout the world by member florist 

shops linked in the association's global 
service. 


lem is that of the advertising al- 
lowance. 


‘Too Many Get a Cut’ 


The practice of many exporters 
in giving their foreign distributors 
substantial advertising allowances, 
Mr. Simmons declared, is rarely 
effective, since few distributors 
have the time, inclination and ex- 
perience to plan a sound program, 
and on top of that, many of them 
have a large number of relatives 
and friends who get a cut of the 
appropriation. 

One of the most important prob- 
lems still faced is that of achiev- 
ing correct translation. A Buenos 
Aires publisher, said Mr. Simmons, 
recently showed him a mat from 
the U. S. with a headline that 
was supposed to read: “From the 
sugar cane to the sugar bag.” But 
an accent mark was left off one of 
the letters and it actually read: 
“From the gray hair to the sugar 
bag.” 


Toothpaste that Reproduced 


A similar example in a tooth- 
paste ad also was cited. The 
American manufacturer tried to 
say that the toothpaste came out 
of the tube in the form of a rib- 
bon, but wound up by saying: 
“This toothpaste now becomes 
pregnant.” 

Noting that agencies are faced 
by a lack of market data, he de- 
clared that newspapers in the 
smaller markets are the best media 
available. And because of an in- 
creasing trend toward the ban- 
ning of transcriptions to force the 
use of local talent and local re- 
cording services, Mr. Simmons 
said that films are rapidly becom- 
ing one of the best media for 
reaching the masses, especially 
where literacy is low. 

Many American export publica- 
tions are doing an outstanding job 
for advertisers, he concluded, but 
some have sprung up in recent 
years that do not have anywhere 
near the readership they claim, 
and are quite often “almost a 
complete waste of an advertiser’s 
money.” 


Plans Lumite Promotion 
Starting This Month 


The Lumite division of Chi- 
copee Mfg. Corporation, New 
York, producer of the now Lumite 
plastic screening and upholstery 
fabric, will launch an intensive 
advertising campaign this month. 
Lumite screen advertisements in 
half-pages will appear in Ameri- 
can Home, Better. Homes & Gar- 
dens, Country Gentleman, Goow 
Housekeeping, Popular Mechanics, 
Popular Science Monthly, Small 
Homes Guide and The Saturday 
Evening Post. Trade advertising 
includes American Lumberman, 
Hardware Age and Southern 
Hardware. 

Lumite plastic fabrics will be 
promoted with two-color ads in 
Automotive News, Bus Transpor- 
tation, Detroit Athletic Club News, 
Modern Plastics Encyclopedia, Mo- 
tion Picture Herald, Motor, “Plas- 
tics Directory” and Upholstering. 
The agency is Geyer, Newell & 
Ganger, New York. 
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Leading Farm Advertisers 1947 


Companies Spending More Than $50,000, with Comparisons for 1946, 1945, 1944 


An Exclusive Advertising Age Compilation Based on Records of Media Research, Inc., and. Publishers’ Information Bureau, Inc. 


Alabama Mfg. Co. ............... 
Allis-Chalmers Mfg. Co. ......... 
Aluminum Co. of America 
Aluminum Co. of America .... 
Aluminum Ore Co. .......... 
American Chemical Paint Co. 
American Cyanamid Co. ......... 
American Cyanamid Co. 
Lederle Laboratories, Inc. 
American Radiator & Standard 
Sanitary Corp. 
American Radiator & Standard 
Sanitary Corp. 
American Blower Corp. ...... 
American Telephone & Telegraph 


eee 


Armour Fertilizer Works 
Armstrong Cork Co. 
Association of American Railroads 
Babson Bros. Co. 
Beltone Hearing Aid Co. 
Best Foods, Inc. 
Borg-Warner Corp. ............+. 

Ingersoll Steel & Disc Div..... 

Norge Division 
Bristol-Myers Co. 
California Fruit Growers Exchange 
Cannon Mills, Inc. 
Carbola Chemical Co., Inc. 
Case, J. I. Co. 
Caterpillar Tractor Co. 
Champion Spark Plug Co. 
Champlin Refining Co. 
Chrysler . Corp. 

Chrysler Corp. 

Dodge Division 

Plymouth Motor Corp. 
Cities Service Co. 
Clorox Chemical Co. 
Coleman Co., Inc. 
Colgate-Palmolive-Peet Co. 
Continental Oil Co. 
Corn Products Refining Co. 
Crane Co. 
Cunningham, James, Son & Co. .. 
Dairy Association Co., Inc. 
Davis Mfg., Inc. 
Deere, John, Plow Co. 
DeKalb Agricultural Ass’n 
De Laval Separator Co. .......... 
Dow Chemical Co. 
Du Pont de Nemours, E. I. & Co... 

Du Pont de Nemours, E. I. & Co. 

Du Pont-Semesan Co. 

Peters Cartridge Div. 

Remington Arms Co. 
Electric Auto-Lite Co. 

Auto-Lite Battery Corp. 

Electric Auto-Lite Co. 
Electric Companies. Ad. Program.. 
Fairbanks, Morse & Co........... 
Ferguson, Harry, Inc. 
Firestone Tire & Rubber Co. 
Ford Motor Co. 
Fram Corp. 
Funk Bros. Seed Co. 
General Electric Co. 

General Electric Co. 

Premier Vacuum Cleaner Div. 
General Foods Corp. 

General Mills, Inc. 

Larro Milling Co. 

Sperry Flour Co. 
General Motors Corp. 

A. C. Spark Plug Co. ......... 

Buick Motor Co. 

Chevrolet Motor Div. 

Delco Appliance Div. 

Delco-Remy Div. 

Ethyl Corp. 

Frigidaire Div. 

G.M.C. Truck & Coach Div. ... 

Oldsmobile Div. 

Pontiac Motor Co. 
Gillette Safety Razor Co. 
Glidden Co. 
Goodrich, B. F., Rubber Co. 

Goodrich, B. F., Rubber Co. ... 

Hood Rubber Co. 
Goodyear Tire & Rubber Co. 
Graham-Paige Motors Corp. 

(Farm Equipment Div.) 
Great Lakes Steel Corp. 

(Unit of Nat. Steel Corp.) .... 


ee 


54:6 8.4.4 


eee 


ee 


eee 


1947 
50,247 
52,229 
231,903 
173,678 
161,440 
12,238 
53,706 
336,292 
69,366 
266,926 


121,200 


116,200 
5,000 


215,893 
85,929 
21,511 
64,418 
51,300 

163,502 

138,909 
51,167 
53,969 
82,491 

1,528 
80,963 

189,001 

119,898 
52,890 
51,185 

134,443 
82,843 

249,075 

105,204 

496,133 
84,460 

289,648 

122,025 
90,559 
64,995 
87,926 

120,360 

127,479 

153,950 
55,257 
70,392 
97,069 
57,240 

191,246 
92,234 

256,353 

101,492 

359,834 

277,056 
35,601 
30,828 
16,349 
77,552 
20,817 
56,735 

101,350 

152,033 

193,965 

415,961 

573,565 
50,800 
52,778 

501,859 
61,630 

413,229 
27,000 

916,183 

462,234 

294,466 

147,687 
20,081 

883,305 

192,434 
74,084 

267,082 
23,300 
54,170 
63,600 
96,792 
52,243 
24,500 
35,100 
68,200 
88,448 

385,619 

346,572 
39,047 

368,285 


85,688 
324,043 


1946 
39,600 
31,757 
209,371 
119,128 
107,425 
11,703 
66,838 
156,608 
14,661 
133,470 


93,150 


91,350 
1,800 


204,341 
70,862 
14,009 
56,853 
43,200 

151,899 
93,412 
17,032 
55,509 
19,212 

1,312 


17,900 . 
244,831 . 


120,625 
37,046 
179,005 
70,209 
223,145 
92,827 
265,197 
84,780 
92,897 
87,520 
63,751 
65,664 
50,574 
12,674 
119,826 
101,187 
56,667 
1,121 
88,387 
35,612 
207,757 
84,651 


220,686 


41,566 
302,123 
218,176 

20,554 
28,520 

34,873 

60,665 

13,452 

47,213 

83,253 

97,517 
180,737 
425,503 
420,909 

22,500. 


554,579 
321,932 
186,542 
115,103 
20,287 
648,137 
118,413 
53,900 
145,531 
13,225 
33,835 


355,308 


47,118 
385,006 


182,469 
351,197 


1945 


eee 


eee 
eee 
eee 


164,015 
112,179 


eee eee 
eee 
Saka 


154, '500 


eee 


eee 


357,230 
124,568 
112,312 
120,350 


113,254 
114,195 


eee 


eee 


214,731 
122,953 


225,378 
357,786 
‘443,185 


28, '800 


155,141 
20,178 
1,449,717 
175,154 
179,145 
111,475 
19,209 
71,278 


305,108 
269,408 
35,700 


311,522 . 
32,613 


67,394 


1944 


68,879 


eee 


eee 
eee 
eee 


see eee 


ee eee 


130,394 
139,660 


eee 
see eee 


164,078 
121,163 
114,730 


eee 
eee 
eee 


eee 
nee 
eee 


105,931 


eae 
eee 


21, 800 


473,771 
411,439 


- 197,878 


204,994 
8,567 
1,485,004 
166,610 
126,397 
122,150 
18,903 
43,589 
164,222 


249,203 
196,718 

52,485 
403,040 


35,942 


eee eee 


83 
50 
90 
49 


55 
40 
97 
138 


132 
22 
15 

118 
17 


Hess, Dr. & Clark, Inc. 
Hudson, H. D., Mfg. Co. 
International Harvester Co. 
International Milling Co. ........ 
International Nickel Co., Inc. 
Johnson & Johnson 
Kaiser-Frazer Corp. 
Kelly-Springfield Tire Co. 
Keystone Steel & Wire .......... 
Lambert Pharmacal Co. ......... 
Lehn & Fink Products Corp. 
Lever Bros. Co. 

Lipton, Thos. J., Inc. 
Life Insurance Co.’s of America .. 
Liggett & Myers Tobacco Co. 
Lion Oil Co. 
Massey-Harris Co. 
Maytag Company 
Mid-Continent Petroleum Corp. .. 
Minneapolis-Moline Implement Co. 
Minnesota Mining & Mfg. Co. 
Mishawaka Rubber & Woolen Mfg. 

Moorman Mfg. Co. 
Morton Salt Co. 
Motor Wheel Corp. 

Mullins Mfg. Co. 
Myers, F. E., Bros. Co. 
Nash-Kelvinator Corp. 
National Ass’n of Manufacturers. . 
National Carbon Co., Inc. 
National Dairy Products Corp. .... 
New Idea, Inc. 
Olin Industries, Inc. 

Bond Electric Co. 

Western Cartridge Co. 

Winchester Repeating Arms Co. 
Oliver Corp. 
Ottawa Mfg. Co. 
Pennsylvania Salt Mfg. Co. ....... 
Pennzoil Co. 
Perfect Circle Co. 
Perfection Stove Co. 
Phillips Petroleum Co. 
Pillsbury Mills, Inc. 
Portland Cement Assn. 
Procter & Gamble Co. 
Reynolds Metals Co. ............ 
Reynolds, R. J., Tobacco Co....... 
Rite-Way Products Co., Inc....... 
Ruberoid Co. 
Safeway Stores, Inc. ............. 
Salsbury’s, Dr., Laboratories 
Seiberling Rubber Co. 
Sherman Products, Inc. 
Sherwin-Williams Co. ........... 

Acme White Lead & Color Wks. 

Sherwin-Williams Co. 
Sinclair Refining Co. 
Smith, Alexander & Sons ........ 


Socony-Vacuum Oil Co., Inc. ..... 
Spencer Chemical Co. 
Staley, A. E., Mfg. Co. 
Standard Brands, Inc. 
Standard Oil Co. of Ind. ......... 
Standard Oil Co. of N. J.......... 
Standard Oil Co. of N. J....... 
Sterling Drug, Inc. 
Caldwell, Dr. Ww. B., Inc. 
Centaur Co. 


ee 


wee 


eee 


Phillips, Chas. H. Chemical Co. 


Stewart-Warner Corp. 
Studebaker Corporation .......... 
Swift & Co. 
Tampax, Inc. 
Texas Co. 


99,752 


125,226 
161,204 
80,085 
53,137 
663,720 
105,896 
169,124 
94,200 
63,930 
53,528 
61,590 
58,631 
120,650 
56,900 
259,800 
235,000 
24,800 
113,000 
156,680 
69,157 
87,576 
89,335 
81,097 
219,844 


56,136 


53,685 
126,417 
221,467 


64,650 
67,000 
66,753 
95,800 
69,300 
103,309 
144,871 
92,742 
117,396 
26,239 
33,870 
57,287 
119,700 
104,072 
52,702 
50,085 
60,415 
149,418 
123,964 
151,750 
58,933 
84,921 
106,523 
204,609 
218,830 
95,138 
69,084 
116,540 
449,051 
85,800 
53,850 
61,258 
91,385 
92,209 
143,930 
55,888 
128,614 
15,361 
113,253 
82,529 
54,269 
75,300 
72,750 
219,586 
52,730 
276,829 


78,661 


248,705 
17,763 
14,301 
63,462 

167,183 
24,818 
19,534 

121,915 

916 
53,970 

232,272 

311,792 
62,875 


145,916 
41,600 
104,316 
103,054 
107,274 
34,808 
50,339 
553,878 
233,802 


103,530 
61,315 
66,811 


103,188 
40,503 
96,725 
74,632 
79,759 

137,766 
86,661 
90,080 
68,630 

106,829 
64,881 


77,770 
42,333 
75,472 
138,837 
105,773 
150,846 
1,104 
149,742 
78,376 
51,599 
30,380 
58,199 
236, 004 


130,324 
190,019 
70,902 
3,468 
67,434 
167,707 


22,530° 
18,467 


126,710 
34,890 
146,968 
285,043 
59,427 
244,377 


179,958 
68,000 
111,958 
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eee 
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eee 
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99,044 


109,729 
115,630 
188,516 


17,356 


277,182 


see eee 
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175,636 
147,492 


eee 


159,924 
113,536 


234,317 
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94 
131 Ste 
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Rank 
92 
105 
107 
125 


U. S. Army Recruiting Service.... 


U. S. Brewers Foundation, Inc..... 


34 United States Rubber Co. ........ 


U. S. Rubber Co. ............. 


1947 
82,874 
71,095 
69,672 
57,608 

184,371 


166,371 - 


1946 
66,091 
30,077 
38,735 
52,676 
241,832 


eee 


Radio 
‘ Companies Spending More Than $100,000 on NBC, ABC, CBS and 
MBS Networks with Comparative Time Cost for 1946, 1945, 1944 


An Exclusive Advertising Age Compilation Based on Records of Media Research, Inc., and Publishers’ Information Bureau, Inc. 


56 


‘General Electric Co. 


Adam Hat Stores, Inc............ 
Allis-Chalmers Mfg. Co. ......... 
American Cyanamid Co. ......... 
American Express Co. ........... 
American Federation of Labor .... 
American Home Products Corp. ... 
Anacin & Kolynos ............ 
Anacin, Bisodol Mints ........ 
Anacin & Kolynos, Bisodol Mints 
Anacin & other products...... 
ke 
Bisodol & other products ..... 
Bisodol-Kolynos Toothpaste & 
Chef Boy-Ar-Dee Quality Foods 
Duff’s Ready-to-Bake Mixes ... 
G. Washington Coffee 
Hill’s Cold Tablets ............ 
Kolynos 
Kolynos, Hill’s Cold Tablets... 
American Meat Institute 
American Oil Co. 
American Safety Razor Corp...... 
American Tobacco Co. 
American Cigaret & Cigar Co... 
American Tobacco Co. ........ 
America’s Future, Inc. 
Anchor-Hocking Glass Corp. ..... 
Armour & Co. 
Armstrong Cork Company 
Ballard & Ballard Co. ........... 
Borden Company 
Bowey’s, Inc. 
Bristol-Myers Co. 
Brown & Williamson Tob. Corp... 
Bunte Brothers 
Campana Sales Company 
Canada Dry Ginger Ale, Inc. ..... 
Carnation Co. 
Carnation Co. 
Albers Bros. Milling Co. ...... 
Carter Products, Inc. 
Champion Spark Plug Co. ....... 
Chesebrough Mfg. Co. ........... 
Christian Science Publish’g Society 
Cities Service Company .......... 
Club Aluminum Products Co...... 
Colgate-Palmolive-Peet Co. ...... 
Commercial Credit Co. 
Conti Products Corp. 
Continental Baking Company .... 
Cream of Wheat Corp., The....... 
Curtis Publishing Co.. ... 
Du Pont, E. I., de Nemours & Co.. 
Electric Auto-Lite'\Co. ........... 
Electric Adv. Program. 
Elgin-American Div. Illinois Watch 
Case. Co. 
Equitable Life Assurance Society 
Eversharp, Inc. 
Ferry-Morse Seed Co. ..... 
Firestone Tire & Rubber Coi...... 
Fitch, F. W., Company ..... iden 
Ford Motor Company ' 


General Foods Corp. ............. 
Baker’s Chocolate 
Baker’s Chocolate, Calumet ... 
Birds Eye Frosted Foods 

Calumet Baking Powder 

Calumet, Swansdown 


eee 


1947 
$310,575 
424,557 
407,850 
197,802 
336,135 
5,313,289 
1,802,296 
557,832 
72,519 
38,208 
844,952 


709,416 
260,795 


wee 
eee 


640,971 
386,300 
834,710 
340,281 
480,117 
2,815,855 
867,162 
1,948,693 
184,419 
809,853 
1,040,104 
418,056 
2,010,192 
105,019 
1,262,966 
1,261,351 
211,952 
2,472,309 
422,868 
1,618,907 
117,219 
216,119 
5,081,294 
194,133 
1,449,115 
1,152,116 
296,999 
1,763,034 
253,346 
705,760 


231,717 
613,380 
115,192 
695,124 
4,349,523* 
189,886 
250,146 
730,794 
340,929 
570,251 
922,706 
264,323 
811,036* 
693,276 
891,974 
541,666 


124,434 
844,703 


761,601 
1,852,006 
197,170 
786,177 
825,262 
908,970 
120,679 
630,857 
7,084,067 


1946 
$114,138 
961,074 
455,010 


6,687,850 
2,241,418 
730,251 
38,528 
753,016 
371,177 


815,829 
405,119 
28,876 


eee 


125,783 


807,312 
377,248 
531,954 
2,090,894 
470,043 
1,559,513 
157,045 
785,698 
196,124 
403,422 
1,927,300 
116,908 
1,220,280 
1,189,957 
201,081 
2,618,285 
321,324 
2,128,653 
127,764 
299,775 
2,491,030 
197,453 
1,453,258 
1,216,014 
237,244 
1,622,780 
60,011 


- 668,944 
315,874. . . 


- 146,952 
336,672 
599,088 
. 92,809 
2,011,405. 
4,564,309 
220,662 
400,868 
706,515 
333,532 
606,588 
971,883 
257,091 
384,954 
686,592 
869,364 
539,034 


699,380 
1,854,772 
103,700 
791,244 
1,249,275 
1,534,667 
22,436 
1,730,448 
7,713,191 


534,600 


$866,834 
390,689 


5,150,121 
2,490,848 


586,709 
439,079 


212,148 
462,277 
323,874 
287,825 
191,368 
1,823,459 


760,657 
510,034 
385,246 
1,680,312 
231,193 
884,137 
988,505 
199,698 
2,776,318 
288,732 
2,369,736 
125,300 
575,106 
1,655,873 


356,696 
698,532 
321,351 
921,726 
940,376 
256,822 
691,134 
759,918 
548,168 


871,530 


488,037 
1,615,653 
51,530 
778,432 
1,172,618 
1,528,480 
3,641,597 
8,003,303 
191,844 
204,660 
481,900 
53,850 
187,553 
165,773 


eee 


$762,728 
77,359 


4,736,786 
2,228,481 
311,201 
134,834 


29,394 


203,799 
375,308 
103,458 
488,556 
285,092 


544,677 
295,792 
403,395 
1,652,836 
226,575 
667,865 
370,564 
218,456 
2,378,511 
106,404 
2,244,306 
128,352 
631,207 
1,576,473 
575,648 
548,868 
26,780 
726,211 


782,064 
550,812 
4,241,714 
3,370,285 


705,288 


337,499 
652,351 
603,649 
257,975 
706,650 
623,244 
651,924 


1,197,589 
3,074 
754,140 
1,092,260 


2,710,000 


2,413,197 
9,519,882 
343,824 


571,173 
192,075 


United States Steel Corp. ........ 
Westinghouse Electric Corp....... 
Wheeling Corrugating Co. ....... 
Willard Storage Battery Co. ...... 
Willys-Overland Motors, Inc. .... 
Wolverine Shoe & Tanning Co..... 
Wurlitzer, Rudolph, Co. ......... 


Advertisers 


Rank 


Corn Toasties 
Diamond Crystal Salt 
Gaines Dog Food 
Grape-Nuts 
Grape-Nuts Flakes 
Grape-Nuts, Grape-Nuts Flakes 
Grape-Nuts, Grape-Nuts Flakes, 
Raisin Bran, Bran Flakes 
& Corn Toasties 
Grape-Nuts Wheatmeal ...... 
Grape-Nuts Wheatmeal, Max- 
well House Coffee ........ 
Jell-O & Jell-O Pudding 
Jell-O Puddings & J. Cornstarch 
La France & Satina .......... 
Maxwell House Coffee ........ 
Maxwell House and Instant 
Coffee 
Post’s 40% Bran Flakes 
Post’s Raisin Bran 


Post’s Raisin Bran, Bran Flakes, 
Instant Postum 


Post Toasties 


Sanka, Instant Sanka ......... 
Sanka, Instant Sanka, Certo.... 
Sanka. Jell-O, Jell-O Puddings 
Swansdown Cake Flour ....... 
General Motors Corp. ........... 
General Motors Corp. ......... 
Fisher Body Div., Gen. Motors. 
Gillette Safety Razor Co. ........ 
Goodyear Tire & Rubber Co., Inc.. 
Grove Laboratories, Inc. ......... 
Hancock, John Mutual Life Ins. Co. 
Co. 
Waten Co, 
Hires, Charles E., Co. ............ 
Household Finance Corp. ......... 
International Harvester Co. ...... 
International Silver Co. ......... 
Jergens, Andrew, Co., The ....... 
Johns-Manville Corp. ............ 
Johnson, S. C. & Son, Inc. ....... 
Kaiser-Frazer Corp. .............. 
Kellogg Company 
Thomas J. Lipton, Inc. ....... 
Pepsodent Div. (1944 became 
part of Lever Bros. Co.)... 
Lewis Howe Company 
Libby, McNeill & Libby ......... 
Liggett & Myers Tobacco Co...... 
Lutheran Laymen’s League 
Mail Pouch Tobacco Co. ......... 
Manhattan Soap Co., Inc. ........ 
McLaughlin, W. F., & Co. ........ 
Metropolitan Life Ins. Co. ........ 
Miles Laboratories, Inc. .......... 
Minnesota Valley Canning Co..... 
Morrell, John, & Co. ............. 
Morris, Philip, & Co., Ltd., Inc.... 
Musterole Co. 
Mutual Benefit Health & Accident 
Ass’n of Omaha 
National Biscuit Co. 
National Board of Fire Underwriters 
National Dairy Products Corp...... 
Nestle’s Milk Products; Inc....... 
Norwich Pharmacal Co. .......... 


eee eee 


1947 
624,904 


72,204 


492,300 
578,668 
169,780 
639,875 
1,038,760 


294,633 


285,534 
531,173 
348,611 

73,656 


7,053,473 
1,793,750 
1,789,850 


4,100 


1,269,756 


591,543 
117,599 
610,089 
832,215 
229,464 
324,681 
457,827 
423,087 
546,415 
166,698 
628,995 
585,675 
758,162 
875,149 
863,226 
244,114 


2,737,559 


167,478 
427,443 
369,196 


4,767,321 
3,449,891 
587,932. 


729,498 
966,465 


1,649,626 
3,752,062 
1,045,776 
573,869 


344,764 
176,615 


2,786,542 
1,324,142 


126,192 
523,744 


5,531,884 


228,915 
177,953 


3,128,733 


107,973 


706,535 
696,201 
136,712 


2,052,503 


1,605,313 
447,190 
604,447 
561,216 


1946 
222,796 
47,479 


1946 
290,835 


838,347 
635,996 


72,204 


170,508 


530,020 


943,705 
620,600 
539,079 
418,590 
223,579 


107,946 
6,801,830 
2,181,127 
1,472,656 


466,460 
567,488 
544,993 
516,134 
392,979 
549,978 
328,659 
169,172 
609,792 
572,983 
1,511,238 
861,329 
894,918 
2,791,967 
151,821 
785,385 
332,858 
5,789,439 
4,217,778 
701,661 


870,000 
1,843,203 
1,609,684 
2,734,140 
1,605,893 

75,777 

319,354 

462,311 
2,186,698 
1,194,313 


33,034 


1,702,684 
430,096 
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» , 1945 
231,797 


1947 


823,539 
398,161 


eee 


404,295 
956,704 


647,353 
752,345 
832,713 
266,582 


557,887 
156,322 
139,499 
6,415,278 
1,158,392 
1,033,042 


eee eee 


893,314 
558,804 
462,930 
186,392 
354,280 
557,429 
1,320 
74,791 
149,876 
552,027 


445,580 
826,710 
263,293 
7,274,603 
6,457,199 


823,404 


1,407,220 
1,420,561 


3,450,168 
1,556,226 
319,476 
580,548 


419,048 
1,631,703 
1,187,456 

434,247 


1944 
221,150 


31,636 


742,756 


1,481,314 
231,554 


889,907 


8.928 
5,746,107 
999,219 
999,219 
703,978 
1,047,682 
556,264 
515,816 
198,028 
245,563 
480,042 


825,260 
3,259,859 
68,381 
154.317 
141,584 


6,933,299 
6,162,547 


770,752 
1,414,344 
937,844 
4,131,602 


“1,527,773 


425,477 
448,932 
397,296 
440,772 
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1945 1944 Rank 1947 | 
Tide Water Assoc. Oil Co......... 38 164,854 6 
Timken Roller Béaring Co........ 98 80,000 ! 
229,542 193,516 28 217,479 180,741 85,994 53,635 
19 
2 
78 
18 
128 
30 
‘ 105 
54 
10 
Rank 1945 1944 1945 
108 PF 138,657 229,289 106 
vo 6 338,300 564,102 
57 
477,495 350,868 | 
51223 
Post Raisin Bran & Bran Flakes 
14 3,599,777 Sanka 203,490 
61 | 82,482 
43 
ee 21 26 
35 33 «1,185,245 864,315 
110 
29 
mos 134 Mi 
137 123 
101 
142 109 Dr 
iia 31 775,244 91 — 
694,956 151 28,054 N € 
80,288 77 M1 
27 683,200 86 420,106 | tisins 
130 65 1,661,616 1,616,023 resou 
Neh 70 666,199 656,706 51 864,710 863,730 new 
124 12,440 53 840,822 state 
133 780,148 132 seart 
7 81 583,848 16 | 2,614,911 direc 
162 150 A 
72 “2,778,332 107 will 
9 4,324,767 117 two- 
119 TI 
48 46 sota, 
127 26 lishe 
58 11 oppc 
50 — TI 
92 118 paig 
158 147 tion: 
55 803,156 1,086,576 32 989,790 into 
24 5 «5,837,803 5,130,691 5,042,099 proj 
63 145 Ade 
59 12 2,280,443 2,199,575 2,177,867 ager 
650,361 634,099 677,421 M 
| 155 314,468 120,096 {Dep 
538,650 20 | 1,594,085 
548,298 | 1,160,702 jadv: 


742,756 


481,314 


eee 


56,264 


31,602 


gank 1947 1946, 1945 1944 Rank 1947 1946 1945 1944 
g9 Noxzema Chemical Co. .......... 624,470 456,554 445,098 438,167 Double Danderine ............ 33,190 326,729 121,469 ...... 
66 Pabst Sales Company ............ 749,499 716,943 729,148 712,107 Drug Products ............... 
1% Pacific Coast Borax Co. ......... 638,559 628,645 512,412 432,990 212,416 326,528 154,622 444,750 
Parker Pen Co. ................. 641,697 714,353 506,194 516,616 Energine & Dr. Lyon’s ........ itp. 
112 Pepper, Dr., Company ........... 416,088 342,916 298,350 287,780 Energine & Shoe White ...... 169,662 200,899  ...... 
47 Pet Milk Sales Corp. ............. 924,362 884,996 831,883 800,350 26,552 339,858 325,848 308,547 
1 Peter Paul, Inc. ................. 177,733 194,073 107,058 40,768 Haley's M-O, Phillips Toothpaste 788,712 © 
4 Petri Wine Co. .................; 167,958 400,145 264,041 294,700 Ironized Yeast, Phillips Milk of 
68 Pharmaco, Inc. .................- 719,126 619,401 656,034 676,310 Magnesia ...... 
2,408,150 1,806,230 1,144,236 859,902 Lyons Toothpaste ............ 
115 Pillsbury Mills, Inc. ............. 384,478 357,243 331,660 214,304 Mulsified Cocoanut Oil Shampoo 42,388 111,916 - ...... 
153 Planters Nut & Chocolate Co. .... 149,298 180,831 175,946 173,719 staves 727,967 661,172 666,921 
1 Procter & Gamble Co. ........... 16,652,790 17,319,744 14,927,108 13,093,076 Molle Shaving Cream ....,...  —- «+. 168,115 460,693 560,088 
22 Prudential Insurance Co. ........ 1,964,163 1,770,158 1,009,875 . 620,405 Molle Shave Cream & Double 
78 Pure Oil Company ............... 627,341 665,504 647,128 591,608 _Danderine ...............- 635,823 493,170 ss 
18 Quaker Oats Co., The ........... 2,436,931 2,425,474 2,280,517 1,999,955 Phillips Creams .............. 13,276 343,114 332,217 303,763 
128 Radio Bible Class .............. 263,188 255,115 264,232 265,046 Phillips Milk of Magnesia..... 787,455 989,978 830,095 905,228 
84 Radio Corp. of America .......... 602,300 600,224 500,609 573,445 Phillips Milk of Magnesia & 
30 Ralston Purina Co. .............. 1,572,140 1,471,133 1,167,387 544,937 Tablets ...........+...00. 16,597 249,691 590,740 389,110 
96 Reichold Chemicals, Inc. ........ Phillips Milk of Mag., Tablets, 
105 Revere Copper & Brass, Inc. ..... 439,374 429,170 caches 
10 Reynolds, R. J., Tobacco Co. ...... 3,945,149 2,616,594 2,519,187 3,420,834 784,863 
100 Richfield Oil Co. of New York.... 466,377 344,599 324,306 20,164 a . 
97 Ronson Art Metal Works, Inc...... 497,843 168,258 
106 Safeway Stores, Inc. ............. 438,832 358,774 281,659 83,185 paste owder. . 
19 Schenley Distillers Corp. ......... 627,318 1,232,669 1,053,351 1,101,732 13 Switt 022, /010, 
Roma Wine Co. .............. 510,510 543,279 525,882 530,274 2,825,084 1,483,725 —1,257,13 
Schenley Laboratories, Inc. .... 205,243 153,048 177,513 166 Ta lor ced 
57 Semler, R. B., Inc. .............- 832,510 1,231,278 1,713,954 1,145,708 39 Ca AMC. 
36 Serutan Company ................ 1,207,614 1,266,839 984,970 834,521 OMPONY 104, 
45 Sheaffer, W. A., Pen Co. ......... 989,369 620,364 603,143 566,990 104 Publicati 
146 Skelly Oil Company ............. 168,190 199,299 203,511 205,149 
116 Socony-Vacuum Oil Co., Inc. ..... 371,952 864,922 762,768 1,380,563 U, nited Electrical, Ra 
General Petroleum Corp. of Cal. e's chine Work 134.827 
Socony-Vacuum Oil Co. ....... 371,952 828,145 762,768 1,380,563 90 Shakes ers Recruiting 
23 Standard Brands, Inc. ........... 1,916,616 2,017,976 2,274,078 3,216,734 . 
Chase & Sanborn Coffee....... 513,450 362,115 698,196 686,080 LO. 118, 306, 
Chase & Sanborn Coffee & Royal 40 United States Steel Corp. ........ 1,067,725 1,167,110 372,815 ..... 
Chase & S. Coffee & Tend. Tea. 66 480 129 Voice of Prophecy, Inc. .......... 260,873 239,762 253,561 276,010 
Coffee, Desserts, Vitamin Prods. 965.170 94 Wander Company ................ 523,922 528,351 453,869 381,593 
41 Warner, Wm. R. & Co. .......... 1,053,993 504,241 8,748 424,494 
Royal Desserts & Fleischmann’s Hudnut Sales Co., Richard .... 274,699 
465,504 618,956 285,692 ...... Raymond Laboratories, Inc., & 
189,792 451,891 Hudnut Sales Co., Richard. 261,319 126,189 ...... 
Tender Leaf Tea & Royal Gela- Raymond Laboratories Inc. (Part 
of Warner, Wm. R. & Co., 
Tender Leaf Tea & Shefford beginning 1946) .......... 119,623 320,076 eee 
Warner, Wm. R. & Co. ........ 398,352 i... . 8,748 424,494 
Tender Leaf Tea & Blue Bonnet 89 Waterman, L. E. Co. ............ 568,713 531,969 eee, 
Margarine’ 123,867 330,375 338,466 ...... 139 Western Auto Supply Co. ........ 202,092 136,118 
152 Standard Oil of California ........ 165,626 161,090 142,752 209,148 38 Westinghouse Electric Corp. ..... 1,137,412 1,224,735 1,742,322 1,473,719 
2 Sterling Drug, Inc. .............. 9,642,963 9,455,334 8,252,208 8,399,916 37 Wildroot Co., Inc. ............+.-. 1,150,301 875,267 155,013 ...... 
Bayer Aspirin ............,.. 1,435,001 1,882,529 2,151,055 1,778,589 102 Williamson Candy Company ..... 456,935 408,229 551,694 397,248 
Bayer Aspirin & Dr. Lyon’s 104° Wine Growers Guild ............ | 
ee 121,932 61 Wrigley, Wm. Jr. Co. ..........-- 791,747 937,444 2,057,578 2,386,781 
Dr. Lyon’s Tooth Powder...... 588,625 1,044,324 1,399,442 1,571,386 135 Young Peoples Church of the Air.. 225,564 207,810 214,121 241,190 
Dr. Lyon’s Tooth Powder & s -P. - t?, 947 ure does not include Kay Dawmit, Inc. 
Minnesota Plans snortages. 1m moving my Goods Fim Council Drive Coronet’ and Formfit 
|factory to gas-rich, fuel-rich| APpoints Five X-R Sponsor Buyer's Contest 
Dr 1ve to Lur e Louisiana.” Mr. Clark said that| Winchester Repeating Arms Ur ges a“ ays Coronet and Formfit Company, 


New Business 


MINNEAPOLIS—A $50,000 adver- 
tising campaign to promote the 
resources of Minnesota to attract 
new industry is planned by the 
state’s Department of Business Re- 
search and Development under 
direction of James W. Clark. 

A national advertising program 
will start in June with a series of 
two-color ads to appear in Busi- 
ness Week, Collier’s, Fortune, Life, 
The Saturday Evening Post and 
Time. 

The series will have the theme, 
“Famous Trademarks in Minne- 
sota,” and will tell about estab- 
lished industries as well as the 
opportunities for new businesses 
in the state, Mr. Clark revealed. 

The major portion of this cam- 
paign will be financed from dona- 
tions made by industries inter- 
ested in bringing new businesses 
into the state, such as railroads, 
power companies and banks. The 
remaining sums to finance the 
project will come from the de- 
partment’s budget. Bronson-West 
Advertising, St. Paul, is the 
agency. 

Criticizes Louisiana 


Mr. Clark commented that ad- 
vertising run by the Louisiana 
Department of Commerce and In- 
dustry showed “poor taste” as an 
advertisement attempting to at- 


tract industry to that state. 


The ads pictured a business 


4 


several civic officials throughout 
the state and elsewhere had ex- 
pressed resentment of this type 
of advertising. Minnesota’s ads 
will not attempt to run down 
other areas, he said. 

Minnesota’s campaign, in addi- 
tion to the “trademark” series, 
calls for a full schedule of trade 
publications. Copy in these ads 
will be of a statistical nature, giv- 
ing data for specific industries. 

Meanwhile the plans of the 
Minneapolis Junior Chamber of 


Commerce to form a state-wide 


economic counsel, to supplement 
and extend the work of Mr. Clark’s 
committee, received a_ set-back. 
JC chapters throughout the state 
have not offered any cooperation 
and in some cases expressed dis- 
approval of the plan. 

“There seems to be some feel- 
ing that Minneapolis is trying to 
put something over on the rest of 
the state,” Stahrl Edmunds, chair- 
man of the JC development com- 
mittee, said. Mr. Clark has de- 
clared his wholehearted support of 
the JC plan. 


CBS Research Changes 


Edward Reeve has been named 
to the newly-created post of man- 
ager of research projects for CBS. 
Formerly chief statistician for Co- 
lumbia, he has been with the net- 
work since 1930. Harper Carraine, 
chief quantitative analyst for five 
years, has been appointed assistant 


director of research. 


Company, New Haven, Conn., and 
Western Cartridge Company, East 
Alton, Ill, divisions of Olin In- 
dustries, have appointed 


George M. Davis sales manager of}. . 


the arms, ammunition and roller 
skate divisions of Winchester, in 
addition to his present duties as 
sales manager of Western. 

A. G. Ormsbee has been named 
sales manager of firearms and 
roller skates for Winchester, with 
headquarters in East Alton, and 
John E. Doughan, sales manager 
of ammunition for Winchester and 
Western, with headquarters in 
New Haven. Joseph M. Davison 
has been appointed promotion 
manager for trap and skeet shoot- 
ing for both companies and Vin- 
cent J. Tiefenbrunn, promotion 
manager for rifle and pistol shoot- 
ing of both companies. Both will 
make their headquarters in East 
Alton. 


Ashley Opens PR Firm 
. Frederick J. Ashley, formerly 


an account executive jof Harry |° 


Coleman & Co., public relations 
firm, has formed his own com- 
pany, Frederick J. Ashley Com- 
pany, public relations counsel, 
with headquarters at 33 N. LaSalle 
St., Chicago, and outlets in New 
York and Los Angeles. 


Promotes Hanson 


R. L. Hanson, vice-president of 
McKesson & Robbins, New York, 
formerly in charge of export sales, 
has been appointed to the eastern 
regional staff as assistant to the 


to Check TB 


New Yorx—“Check your chest. 
Get an X-ray today” is the 
slogan of a newspaper campaign 
launched for the prevention of 
tuberculosis. 

The ads are part of a continu- 
ing campaign conducted by the 
Advertising Council in coopera- 
tion with the National Tubercu- 
losis Association and the United 
States Public Health Service. 

Proof sheets of newspaper ads 
bearing the warning, ‘“Tubercu- 
losis is bad business . . . and bad 
for business” have been distrib- 
uted to all dailies and 5,000 
weekly newspapers in the United 
States. The 3,000 local tubercu- 
losis associations, as well as 3,000 
health departments, will also re- 
ceive the proof sheets to use in 
cooperation with the newspapers. 
For the first time in the coun- 
cil’s experience, radio spot an- 
nouncements have been included 
in the proof sheets. The council 
hopes that newspapers which own 
their own stations and local busi- 
ness firms will sponsor or seek 
sponsorship for the spots. 

Douglas W. Coutlee, advertising 
manager of Merck & Co., is co- 
ordinator.of the drive. The news- 
paper proof sheet was prepared 
by Donahue & Coe under Jeremy 
Gury. Judy Kwis is the council’s 


regional vice-president. 


New York and Chicago, are 
jointly sponsoring a $2,250 mer- 
chandising awards competition for 
buyers of foundation garments. 
Fifteen prizes, including first prize 
of $1,000 and the Coronet Gold 
Trophy, will be awarded for orig- 
inality and thoroughness of pro- 
motions of Formfit garments “in- 
spired by” company’s ads in Cor-. 
onet. Formit is scheduled to run 
full-page ads in Coronet for the 
next 12 months. 

To enter the contest, the buyer 
must submit photographs or ac- 
curate descriptions of store dis- 
plays, tear sheets of tie-in ads, 
copies of radio commercials, or 
other promotional activities, plus 
an explanation in 200 words or 
less, “why your promotion pro- 
duced results.” The contest closes 
June 30. 


Plan Radio Institute 


The sixth annual radio institute, 
conducted by National Broadcast- 
ing Company and the University 
of California, will be held in 
NBC’s studios in Hollywood, June 
21-July 30. University credit te- 
ward a degree will be given for 
certain phases of work completed 
in institute classes. 


Golden Dipt to French 


Golden Dipt division of Meletio 
Sea Food Company, St. Louis, has 
named Oakleigh R. French & As- 
sociates, St. Louis, to handle its 
advertising. Newspaper and radio 
advertising will be continued in 
present markets for this ready- 


staff campaign manager. 


mixed breading. 


5, 1948 
221,150 
53,635 | 
cee — 
| 
1944 
229,230 
31,636 
382,908 
564,102 
350,868 
231,554 
163,729 
389,907 
203,490 
116,738 
82,482 : 
8.928 
46,107 
199,219 
99,219 
03,978 
47,682 
15,816 
98,028 
45,563 
80,042 | 
| 
28,054 | | 
20,106 
16,023 
63,730 
25,260 
59,859 
68,381 
54,317 
$1,584 
2547 
32,547 
10,752 
14,344 
37,844 
27,773 
15,477 | 
18,932 | 
17,296 
10,772 
12,099 
7,421 
10,096 
14,085 
10,702 


‘Machinery’ Retires 
Hammond; Names Two 

Edward K. Hammond has re- 
tired as western advertising man- 
ager of Machinery, New York. He 
started with the publication in 
1912. Boyce M. Tope, advertising 
representative for the state of 
Michigan, has been named district 
manager, covering western Ohio, 
Indiana and Michigan. George H. 
Buehler, who has been represent- 
ative in the midwestern territory, 
has been appointed Chicago dis- 
trict manager. His territory will 
include all states west of Indiana 
to Colorado. 


Four A’s Raises Three 
Herald Beckjorden, in charge of 
American Association of Adver- 
tising Agencies activities in media 
operations, radio production and 
research, Richard L. Scheidker, in 
charge of public relations, creative 
services and commission and cash 
discount, and Richard Turnbull, 
who specializes in agency admin- 
istration and mechanical produc- 
tion, have been appousted vice- 
presidents of the association. 


may handicap 12% of your 


Week—LH Journal—Good Housekeeping—WH Com- 

panion—McCall’s . . . Space-buyer’s dream of a perfect 
list! It delivers millions of circulation . . . yet it MISSES ras ; 

af in America’s THIRD LARGEST city and town —-? f 


Collier’s—Life—Satevepost— American Weekly— This 


HASTY INTERPRETATION... 


national sales 


S. CITY AND TOWN MARKETS ° 


UNDER METROPOLITAN 
DISTRICT INFLUENCE 


CIRCULATION COVERAGE 
PROVIDED BY THE 
9 URBAN PUBLICATIONS 


PLACES OVER 500m POP. 
6.2 MILLION FAMILIES 


PLACES 100M TO 500M POP. 


4.3 MILLION FAMILIES 


THE OTHER 3 GOES TO 
SUBURBAN SMALL TOWNS 


Hasty analysis of the Audit Report 


PLACES 25m TO por. 
3.0 MILLION FAMILIES 


PLACES 10M TO 25m POP. 
_ MILLION FAMILIES 


PLACES 2.5m TO 10M POP, 
1.2 MILLION FAMILIES 


PLACES 1M TO 2.5m POP. 


| 0.5 MILLION FAMILIES 
PLACES 1™ POP. 


1.5 MILLION FAMILIES 


BEYOND METROPOLITAN 
DISTRICT INFLUENCE 


COVERAGE... 159% 

COVERAGE... ..... 144% 
e 

FESS 142% 

COVERAGE. 143% 

COVERAGE... 148% 

163% 

COVERAGE... ..... 84% 


CIRCULATION COVERAGE 
PROVIDED BY THE 
9 URBAN PUBLICATIONS 


° may lead you to credit such a list — 
with True Small Town market coverage MAGES 26m FOP. 
e -::+comparable to that provided in COVERAGE... .... . 
URBAN markets. PLACES 10M TO 25m POP. 
1.7 MILLION FAMILIES GOVERAGS 148% 
~ Actually . . . of their circulation in towns groyoory e 
under 1,000 population only % goes 
GRIT provides more coverage in this 1,3 MILLION FAMILIES a ae 120% 
e = market of 3, ,000 ut of 8 of 
representing 127%, or 1 out of 8 o 
city and town families . . . than any of- AMERICA’S THIRD LARGEST MARKET! 
e these publications. PLACES UNDER 1M POP. 
3.3 MILLION FAMILIES COVERAGE ONLY 59% 
Add GRIT to this list and coverage is increased to... 71% 
An increase in coverage of 20%...at an 
Investigate Increase in cost of little more than 1% 
e 
don't Speculate 
+ on the 1 out of 8. . . 
. Add GRIT to your national schedules. J 


GRIT PUBLISHING CO., WILLIAMSPORT 3,PA. 


SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY... with more than 650,000 circulation 


Management Role 
in Good PR Told 
fo Insurance Men 


New Yorx-—The importance of 
management interest in public re- 
lations was emphasized at the 
joint public relations sessions of 
the Life Insurance Advertisers 
Association and the Institute of 
Life Insurance here last week. 

Alan M. Kennedy, director of 
public relations, Northwestern Na- 
tional Life Insurance Company, 
stressed that the “first principle 
of public relations_is that, good or 
bad, it stems from the top of an 
organization.” His top manage- 
ment, it turned out, is good; “it 
has character and continuity” and 
“Northwestern got along for ap- 
proximately 63 years without a 
director of public relations .. .” 
Mr. Kennedy described the work 
of his department, with emphasis 
on Northwestern’s advertising 
program. 

In 1935, Northwestern started 
using Time, not to get leads or for 
new business, but with the “far 
more important aim—to build 
knowledge of and good will for 


the company among the kinds of|-° 


people whose favorable opinions a 
medium-size life insurance com- 
pany should have in order to grow 
at a healthy rate. . . Occasionally 
they lead directly to a sale. But 
this is purely incidental—our ex- 
perience so far points to the con- 
clusion that... there seems to be 
other, more efficient avenues than 
advertising leads pointing the 
agent to his next sale.” , 


Study Public Opinion 


He recalled Northwestern’s in- 
creasing interest in geriatrics, and 
said its ads on the subject attract 
many more readers than average 
ads in Time and that they rate 
high in thorough readership. 

Claude Robinson, president, 
Opinion Research Corporation, 
told the group that the function 
of public relations “is to interpret 
the company as an institution to 
its various publics and to interpret 
the publics to the company.” He 
advocated study of public opinion 
to avoid losses of time, money and 
knowledge. 

The day when top business 
management could snap com- 
mands has passed, according to 
Clark Belden, executive secretary 
of the New England Gas Associa- 
tion. Mr. Belden believes that the 
dominant trend is to a condition 
where “more and more people will 
have more and more of a voice in 
more and different kinds of things 
in economic, social and political 
activities.” 


Not an Easy Task 


He grants that top executives 
find “adjusting to public relations 
processes and to public interest 
considerations neither an easy nor 
natural step,” because it limits 
their authority. 

He urged early adoption of pub- 
lic relations programs, pointed out 
that they are much like pension 
plans, in that “trying to introduce 
pension programs with many em- 
ployes over age 60 reflects the 


*|same unsound principle as wait- 


ing for an emergency to arise be- 
fore introducing a public relations 
program. Both must be planned 
a long time in advance...” 
Clifford B. Reeves, second vice- 
president of Mutual Life Insur- 
ance Company, New York, offered 
five ways of evaluating a public 
relations program. These were 
(1) public opinion polls; (2) pol- 
icyholder service audits; (3) con- 
tinuing review ‘of press and radio 
opinion; (4) system of reports 
from agents and (5) periodic 
meetings with advisory commit- 


‘5, substituting popular music and 
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tees of field men and centraliza. 
tion and analysis of complaints. 
Edwin W. Craig, president, Na. 
tional Life & Accident Insurang 
Company, Nashville, and chair. 
man of the Institute of Life Ip. 
surance, called public relation; 
“today’s most widely discusseg 
business development.” Although 
public relations seems to haye 
“come of age,” it is still far from 
a precise science and cannot be 
“turned on and off at will ang 
produce a specified amount of 
good.” He disagreed with the idea 
that public relations “must be the 
exclusive domain of top manage. 
ment,” asserting that effective 
public relations calls for instill. 
tion in all employes at all levels 


A Management Job 


Mr. Craig also has a nutshelj 
definition of publicity and public 
relations: “Publicity is what we 
say we are, and public relations js 
what we actually are.” 

He added that “top management 
must be in there with the public 
relations directors and vice versa, 
or the job is not going to be 
wholly efficient. Management sets 
the pace.” He warned the adver. 
tisers to remember “the dual char- 
acter of public relations activities 
—the area of general philosophy 
and that of techniques. Do not 
confuse the two. Integrate them 
. In the final analysis, the basic 
job of public relations in life in- 
surance is going to be done by 
your individual companies.” 

Robert P. Kelsey, second vice- 
president, John Hancock Mutual 
Life Insurance Company, Boston, 
told the forum that “if the top of- 
ficer in your company is not fully 
cognizant of the need for public 
relations and is not willing to give 
corporate authority to the person 
in charge, your accomplishment is 
of necessity limited and, in my 
opinion, doomed to failure.” 

The chief stumbling block in 
the way of public relations pro- 
grams is their intangible nature, 
he said, and advised: “A long step 
toward overcoming this difficulty 
is to break down public relations 
into its tangible and visible parts. 
This helps to secure better ap- 
preciation and a keener percep- 
tion of its true functions.” 


WLIB Plans New 


Program Format 


Station WLIB, New York, begins 
a new programming policy April 


news for the previous fare of light 
classical music and news. 

Herman Bess, formerly sales 
manager of WMCA, has been ap- 
pointed director of WLIB. He will 
serve in this capacity until the 
FCC approves the transfer of Sta- 
tion WOV to the General Broad- 
casting Corporation, of which Mr. 
Bess is president. 


Englehart Joins DL&W 

William Englehart Jr., former 
sales promotion manager of the ap- 
pliance division of the Westing- 
house Electric Corporation, Chi- 
cago, has been appointed adver- 
tising manager of the Delaware, 
Lackawanna & Western Coal Com- 
pany, New York. He _ succeeds 
Charles M. Spencer, recently ap- 
pointed assistant general sales 
agent. 


G-F Promotes Two 


Robert M. Prentice, 
manager of the export division 
General Foods Corporation, New 
York, has been appointed assis 
advertising manager of the Calu- 
met-La France division of 
company. David W. Thurston, fore 
mer assistant export advertising 
manager, succeeds Mr. Prentice a8 
export advertising manager. 


Kaplan Joines Miller 


David Kaplan, for the past fi 
years advertising manager of Ev 
Ready Label Corporation, New 
York, has been appointed dir 
of planning for Miller Adve 


Agency, New York. i 
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RISE AND SHINE—Garod Electronics 
Corp., Brooklyn, has released this new 
window display to dealers for promotion 
of its Radalarm clock-radio combina- 
tion. The set fits into a cut-out of the 
unit, which is lithographed in full color. 


Ohio State’s 
Radio Institute 
Set for April 30 


Co.tumsus,. O. — Broadcasters, 
educators and civic leaders will 
meet here April 30-May 3 at Ohio 
State University’s 18th annual In- 
stitute for Education’ by Radio 
to study the perennial’ problem: 
how to develop effective public in- 
terest programs. 

This year’s meeting will be 
focused on practical, “how to do 
it” sessions, with special emphasis 
placed on the programming prob- 
lems of stations and organizations 
serving community and regional 
areas. 

The first general session, .deal- 
ing with building and producing 
effective programs, will be led by 
Ted Cott, program director of 
Station WNEW, New York. Dr. 
Lyman Bryson, public affairs 
counselor of Columbia Broadcast- 
ing System, will serve as chair- 
man of the general meeting on 
“International Aspects of Radio,” 
which will present a speaker from 
UNESCO headquarters in Paris 
and an American just returned 
from the Geneva meeting. 


Co-chairmen of the general ses- | 


sion on “Serious Radio in America 
—the Role of the College, School 
and the Citizen” will be Richard 
B. Hull, president of the National 
Association of Educational Broad- 
casters, and William B. Levenson, 
president of the Association for 
Education by Radio. Another gen- 
eral session will present and dem- 
onstrate techniques for docu- 


SALE. 


Plastic lamination gives 
deep color perception ana 
intensifies your print 


YOUR OWN MAGAZINE reprints laminated 
between Plastic and Gypsum—with an 

and hanger attached. Also available in wood 
and imitation wood backgrounds. 

TIES-IN your current magazine advertising 
at your point-of-sale. 

DURABLE—Can be wiped clean with a damp 


Complete facilities for fabricating a 
wide variety of point-of-sale displays. 


RANGER-TENNERE, | 
316 East 32nd St, New York 


mentary programs at fhe local 
and regional level. 

Sixteen work-study groups, six 
section meetings and five clinics 
will be devoted to discussion of 
specific problems, with the “how- 
to-do-it” angle stressed by leaders 
in their fields. 


Alpha Promotes Boyle 

M. A. Boyle, formerly sales pro- 
motion and advertising manager 
of Alpha Metals, Inc., Brooklyn, 
has been appointed sales manager 


of the solder division of the com- 
pany. The company recently ap- 
pointed Senreb Sales Company, 
New York, as sales representative 
for the Alpha solder line. 


Bonomo Appoints Four 
Bonomo Publications, Inc., New 
York, has appointed the following 
advertising representatives: West 
Coast, Walter O. Miles, Los An- 
geles, and Cary Clark, Hollywood; 
Chicago, Herbert F. Young; Dal- 
las, H. R. McIntire; and St. Louis, 
Robert E. Fischer & Associates. 


Appoints Hartung 

Joseph Hartung, formerly with 
the Irwin S. Richland Company, 
New York, has been appointed art 
director of Royal & de Guzman, 
New York. 


Concert to Seearcee 

National Concert Magazines of 
New York has appointed Seearcee 
Advertising Company, St. Louis, 
as midwest advertising sales rep- 
resentative. 


Ryan Names Manchester 

Gordon Manchester has been 
appointed radio chief of Lewis 
Edwin Ryan, Washington agency. 


New York Market 
Toughest in the world? 
Don’t you believe it! 
Fast, easy, cheap to sell 
- . « if your plan is 
right. I know! 


Box 7015, Advertising Age 


330 W. 42nd St., New York 18, N.Y. 


The best single measure of business volume 


—AND LOS ANGELES 
KEEPS ON DOING IT 


will be found in bank debit totals. Within the past nine years | 


Los Angeles has moved from sixth to third place 


in bank debits, passing Detroit, Boston and Philadelphia 


—and those cities have not been standing still! 


In bank debits, retail sales, income, population 


—or by any other gauge—the Los Angeles market is the 


THIRD LARGEST AND RICHEST in the nation. 


Reach it effectively with the Herald-Express which has 
the LARGEST DAILY CIRCULATION in the West’s largest city. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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Jones Appoints Fowler 

Paul B. Fowler, formerly super- 
intendent of Morley Company, 
Portsmouth, N. H., has been ap- 
pointed sales engineer of E. D. 
Jones & Sons Company, Pittsfield, 
Mass., paper-making machinery 
manufacturer. 


Marsh Joins WFNS 

‘Kenneth L; Marsh, formerly 
general manager of Station WJHC, 
Johnson City, Tenn., has joined 
Station WFNS, Burlington, N. C., 
in a similar capacity. He succeeds 
Everett C. Qualls, who continues 
as executive vice-president. 


by 
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Bailey Promoted 

Kenneth D. Bailey has been ap- 
pointed sales promotion manager 
of the nylon division of Canadian 
Industries Ltd. Montreal. He 
‘joined the company in 1938 and 
since 1944 has worked on the war- 
time development of nylon. 


Berta Klaif to Eastern 


Berta Klaif, formerly copy chief 
for Rodgers & Brown, New York, 
has joined Eastern Advertising 
Company, New York, as account 
executive. 


Advances Taylor 


Jack A. Taylor has been ap- 
pointed sales promotion manager 
of Perfect Circle Corporation, 
Hagerstown, Ind. Since 1945 he 
has been handling special assign- 
ments in the sales division. 


Expands Air Delivery 

The New York Times has ex- 
panded its air delivery operation 
to include San Francisco, where 
weekday and Sunday editions of 


the paper will be on sale the day 


om 
How G E's development of Fluorescent 


10 YEARS OLD—The lamp oye of General Electric Co., Cleveland, will 


run this four-color spread in 


Light 


e April 24 Saturday wae | Post and a black. 

and-white spread in Time marking the |Oth anniversary of 

Business papers will also be used. The Cleveland office of Batten, Barton, Dur- 
stine & Osborn is the agency. 


e fluorescent lamp. 


of publication. More than 136 
cities throughout the United States 
are now on the air delivery sched- 


ule. 


ucts from 


@ Imagine me, old Doc Clark, talking about 
nations meeting inside my prescription mortar. But, 
it’s true, if you look at it this way. 

‘The drugs that I use to make up your medi- 
cines come from 102 different nations. Fact is, I 
couldn’ fill your prescriptions without these prod- 

other countries. 


That's the reason I get sort of riled up at people 
who say we don’t need World Trade. 


I spend a share of my money right here in my 


Part of Every Dollar You Get 
Comes From World Trade! 


ers and farmers. It them to buy...and pay friends with them... and it pays them to be friends 
Sor...the things need from us... with you. Friendship’s good business. 
and foods and radios and cars. x & 

+. or cutting hair. Being a business man myself, I can’t help but Yes, I think I'm right when I say...the United 
recognize the value of this two-way trading. From § ‘Nations meet every time I mix a prescription, 


This message is contributed as a Public Service by 


The United Nations meet every time I mix a prescription! 


. «+ for shoes and shirts and a movie 

now and then. That helps make jobs here. 
But, another share goes to the big drug mant- 
facturers in New York and Chicago and San Fran- 


Another 


The Best Public Relations Advertising 
Is Public Service Advertising! 


tay side of the counter, it’s easy to see that the more 
we buy from other countries the more they can buy 


The more , the more profits we'll make 
s thing that’s mighty important now 
while we're trying to win the peace... 
When you do business with folks, it pays to be 


‘Herald Tribune’ 
Wins Ayer Award 
for Typography 


PHILADELPHIA — The New York 
Herald Tribune has been awarded 
the F. Wayland Ayer Cup in the 
18th annual exhibition of news- 
paper typography conducted by 
N. W. Ayer & Son. 

Selected from more than 1,000 
entries, the Herald Tribune re- 
ceived the award on the basis of 
excellence of typography, makeup 
and presswork. It also was 
selected as the best in its classi- 
fication—standard-size papers of 
more than 50,000 circu:ation. 

The Daily Oklahoman, Okla- 
homa City, came in second, and 
the Christian Science Monitor, 
third. 

The Register-Republic, Rock- 
ford, Ill., was awarded first hon- 
orable mention in the group of 
standard-size papers of from 10,- 
000 te 50,000 circulation. Second 
honorable mention went to the 
Iron Mountain News, Iron Moun- 
tain-Kingsford, Mich., and third 
to the Herald, Rutland, Vt. 


Other Winners 


Standard-size papers of less 
than 10,000: First, Kingsport 
News, Kingsport, Tenn.; second, 
the Columbia Missourian, Colum- 
bia, Mo.; third, Endicott Daily 
Bulletin, Endicott, N. Y. The 
News-Democrat, Goshen, Ind., was 
selected by the judges for “special 
commendation of the jury.” 

Tabloids, regardless of circula- 
tion: Gazette & Daily, York, Pa., 
honorable mention. 

Papers entered in the competi- 
tion will be placed on display in 
the Ayer Galleries, Philadelphia. 
Judges in this year’s contest were 
John Guenther, author of “Inside 
U. S. A.”; John Taylor Arms, 
etcher, and Harry Gage, type cre- 
ator and consultant. 


WCOG Names Anderson 


Gordon Anderson has been ap- 
pointed general manager of Sta- 
tion WCOG, Greensboro, N. C., 
which is expected to begin broad- 
casting May 22. The station, owned 
by Inter-City Advertising Com- 
pany, will be affiliated with ABC 
and will have 1,000 watts power, 
day and night. 


AFA Adds Six 


The following companies have 
joined the Advertising Federation 
of America, New York: The Eng- 
lander Company, Chicago; J. L. 
Hudson Company, Detroit; Farm 
Bureau Mutual Automobile Insur- 
ance Company, Columbus, 0O.; 
Paul Klemtner & Co., Newark, 
N. J.; Krieger Publications, Inc., 
New York, and Andalusia Broad- 
casting Company, Andalusia, Ala. 


WNAO on the Air 


WNAO, new radio station of the 
News & Observer, Raleigh, N. C., 
began operations March 21. Dud- 
ley Tichenor is manager. 
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Standard Brands’ 
Net Cut One-Third 
Despite Sales Rise 


New Yorx—Standard Brands’ 
net income slumped badly last 
year, With $8,119,349 for 1947 com- 
pared to $13,947,960 for 1946. 


Sales had been higher, $276,131,-| _ 


392 compared with $252,493,278. 

The earnings loss was due to 
consumer resistance to the prices 
of some items of the company’s 
lines, Joel S. Mitchell, president, 
explained. “In these lines,” Mr. 
Mitchell said, “it was necessary 
for the company to absorb sub- 
stantial increases in prices of raw 
materials and in transportation 
and other costs.” 

He said important changes in 
the company’s distributing or- 
ganization, designed to cut ex- 


penses and improve efficiency, 


were under way. 


AMERICAN HOME SALES 
AND EARNINGS SLIP 

New York—American Home 
Products Corporation last year 
saw sales slip from the 1946 peak 
of $142,680,212 to $139,522,957, 
and earnings decline from $8,- 
897,921 in 1946 to $6,624,179. 

The decline was laid to losses 
in the food business, where “as 
an aftermath of the war, dis- 
tributors of food products, at the 
end of 1946, were overstocked 
with substitute and war-born 
items. Consequently, in the face 
of predictions of serious curtail- 
ment of consumer buying . . 
chain store and other distributors 
instituted a program to liquidate 
inventories. As a _ result, their 
purchases were drastically reduced 

. however, the reduction in 
consumer purchasing did not ma- 
terialize. . . 
1947) the volume of our food 
business has shown steady im- 
provement.” 


LAMBERT SALES DOWN; 


EARNINGS ALSO DIP “1 


New Yorx—Conceding that “the 
year 1947 was a difficult one,” 
John L. Johnston, president, told 
stockholders in an annual report 
that sales for 1947 were $26,728,- 
098 compared to $30,223,940 in 
1946. 

Earnings went from $3,372,377 
in 1946 to $1,138,266 in 1947. 

Mr. Johnston said “The decline 
in the company’s sales during the 
past year can be attributed for 
the most part to postwar adjust- 
ments,” and listed as influences 
the changes brought about by 
eventually filling demands of 
dealers after being starved during 
the war, and the effect of sales of 
war surplus products. 


G-E REPORTS SALES 
OF $1,186,345,868 

New York —General Electric 
Company reported last week that 
its net sales for 1947 were $1,- 
186,345,868 compared to $679,- 
078,216 in 1946. This meant in- 
come from sales was $130,101,992, 
compared to 1946’s. loss of $534, - 
224—-when G-E was crippled by 
strikes. 

The company’s net income 
doubled, $88,331,949, compared to 
$43,039,589 in 1946 when G-E re- 
ceived a $24,000,000 refund on 
prior federal taxes. 


STERLING DRUG SALES 
GAIN, EARNINGS DROP 

New York—Net sales of 
Sterling Drug, Inc., reached a rec- 
ord $130,655,310 in 1947, compared 
to $121,487,901 in 1946. Net profits 
dipped from $13,939,073 in 1946 
to $12,058,903 in °47. 
_ James Hill Jr., president, said 
the company had absorbed a num- 
ber of costs, but rather than rais- 
ing prices it chose “to adjust op- 
erations in order to achieve 


Since that time (mid-| . 


economies through greater effi- 
ciency in manufacturing and dis- 
tribution.” He warned that 
“neither this company nor any 
other corporate institution can by 
itself restore the pattern which 
has given the American people 
their high standard of living. No 
business operates in a vacuum, 
and te company necessarily re- 
sponds to the manifold influences 
. the entire American com- 
munity—management, labor and 
government alike—must contribute 


of living.” 


NEw ‘York—Michael A. Morris- 
sey and Percy D. O’Connell, of 
American News Company, told 
steckholders that sales, less re- 
turns and allowances, amounted to 
$168,178,456.79 last year, com- 
pared with $162,532,347.76 in 1946. 

Cost of sales rose from $109,- 
327,545.64 in 1946 to $115,055,- 


553.89 (more than the sales in- 
crease), and net income dropped 
from $4,227,990.73 to $3,852,- 
051.32. 


REXALL NET SLIPS 
BUT SALES INCREASE 
Los ANGELEsS—Rexall Drug 
Company’s earnings fell from $4,- 
048,403 in. 1946 to $1,760,907 in 
1947, although sales rose $3,808,- 
540 to a new peak of $182,644,170. 
Total retail sales through com- 
pany-owned stores were lower 


than in 1946, and a strike against 
the 20 stores of Owl Drug Com- 
pany, in San Francisco, reduced 
sales $2,000,000. 
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Your advertising gets more readers per thousand 


circulation in POPULAR MECHANICS because our 


readers—having the P.M. Mind—read ads deliberately. 


*% That means ANYTHING from shoes to 


shampoo... 
tires.. 


razors to raincoats.. 
.watches, cars, radios, golf balls, pipe 


. ties to 


tobacco, cameras, shotguns, fishing rods, 


railway vacation trips —a list without end. 


More than ONE MILLION circulation 
. +. more than 3.7 MILLION readers 
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‘Hunt for Best’ Program 
Gets $46,000,000 Sales 


Own-Brand Plan Pays; 
Ad Budget in 5 Years 
Soars to $2,500,000 


By LAWRENCE M. HUGHES 


Los ANGELES—As chairman of 
the board and president, respec- 
tively, of Hunt Foods, Inc., Norton 
Simon, 41, and Frederick R. Weis- 
man, 35, deal in canned fruits 
and vegetables and some other 
things—including impressive sta- 
tistics. 

In the five years since Mr. 
Simon became the largest stock- 
holder in the 58-year-old Hunt 
Brothers Packing Company, merg- 
ing it with his own Val-Vita Food 
Products, Inc.: 

Hunt sales increased from less 
than $10,000,000 to more than 
$46,000,000; net income from 
$180,333 to $2,714,779; net worth 


~from $3,000,000 to $18,000,000; 


working capital from $1,000,000 to 
nearly $19,000,000, and advertis- 
ing budget from $91,000 to the 
present $2,500,000 a year. 


4th Largest in Field 


Newly become the nation’s 
fourth largest packer and distribu- 
tor of a general 
line of canned 
fruits and vege- 
tables under its 
own labels — 
after Del Monte, 
Libby and Stok- 
ely — Hunt has 
just embarked 
on a_ $7,000,000 
physical ex- 
pansion program, 
of which $2,750,- 
000 is being 
spent in the first half of 1948. 

Pausing for the first time in 
these busy five years to summar- 
ize the reasons for Hunt Foods’ 
progress, Mr. Weisman cited: 

1. A policy of packing practic- 
ally the entire production under 
one Hunt label. (Prior to 1943, 
95% of Hunt production was sold 
to others for resale under their 


F. R. Weisman 


labels.) 


2. Physical expansion, in part 
through acquisition of other 
plants. 

3. Public financing to provide 
additional capital. (The present 
management owns about 20% of 
the stock; the remainder is divided 
among 3,600 people in every state 
and several foreign countries.) 

4. Concentration on volume 
items and in fewer plants, and 
improved techniques for stream- 
lined, low-cost production. 

5. Steadily widened and in- 
tensified distribution, starting with 
“spearhead” items. 

6. Increased support in na- 
tional advertising of the Hunt red 
label and the slogan “Hunt—for 


the Best.” 


Many Ups and Downs 


The Hunt packing business had 
experienced ups and downs for a 
half century, but during the ’30s 
the downs predominated. Norton 
Simon’s experience—starting with 
a small citrus plant in Fullerton, 
Cal., which he had acquired in 
1932 with $35,000 he had saved 
from seven years in the steel busi- 
ness—had been just the reverse. 
By 1942 the volume of his Val- 
Vita company had grown to $9,- 
000,000 annually. 

Fred Weisman had owned a 
produce business in Los Angeles 
before he joined Val-Vita in 1938. 
Gradually, he advanced to pro- 
duction manager. When the pres- 
ent Hunt Foods was formed March 
1, 1943, he became executive vice- 
president. In the past three years 
he has been concerned with a lot 


of things—specifically sales. 
Hunt’s chairman and president 
are the youngest of its general ex- 
ecutives. Of the three vice-presi- 
dents, Irving Goldfeder, 45, di- 
rects all production in the 18 
plants; John D. Vellis, 58, is in 
charge of the dried fruit division; 
W. St. B. Eustis, 65, for 23 years 


Hunt Packing and who has a wide 
acquaintance in the food industry, 
keeps an eye on trends in it. Ing- 
vard Martin, 47, is treasurer. Ed- 
ward Mittelman, 44, secretary, 
‘also is chairman of the board of 


Harbauer Company, Toledo, a 
Hunt affiliate. 
Started Slowly 


At first the new Hunt Foods ex- 
panded ‘slowly. From 1943 to 1945 
the company was concerned 
mainly with meeting wartime food 
demands. The can shortage also 
had something to do with it. 

Starting in 1945, however, the 
company began to acquire pro- 
duction facilities for Semolina- 
noodle production, dried fruits, 
condiments and other products in 
California; a Utah packer of peas, 
tomatoes and lima beans;.'a 47% 
interest in Harbauer tomato prod- 
ucts, pickles and mustard. An- 
nual sales of these acquired com- 
panies totaled about $25,000,000. 

Hunt today has food packing 
plants in four far western states, 
all located close to major sources 
of supply. It operates a trucking 
company; has bought a can-mak- 
ing plant in Southern California 
and is building another can-mak- 
ing plant near San Francisco. 

From their offices on swank 
Wilshire Blvd. here, Simon, Weis- 
man and their associates guide a 
newly-far-fiung empire. 


90 Hunt Products 


There are now 90 Hunt prod- 
ucts, led by tomato sauce, the first 
to be nationally advertised. Hunt 
packs more of this product today 
than any other company: 2,500 
cans of it come off the lines at the 
Hayward plant, near San FEran- 
cisco, every minute. 

Top quality products carry the 
Hunt label. A lower-priced line 
is labeled Val-Vita. 

The company maintains a qual- 
ity control department to aid 
growers in seed selection and 
growing methods; to test current 
products and experiment with 
new ones. In addition to major 
research laboratories at Hayward 
and Fullerton, test laboratories 
are operated at all plants. The 
laboratory setup is directed by 
Lawrence F. Pratt. 

Norton Simon believes. that 
“production is just as competitive 
as sales.” He is seeking to “pro- 
duce high quality products at 
competitive prices, and to achieve 
stability through diversification of 
products to offset seasonal dips.” 

A decade ago his Val-Vita com- 
pany pioneered the pallet system 
of warehouse loading and unload- 
ing to cut costs. Hunt plants to- 
day have been put on a straight 
assembly-line basis. Package-size 
production for grocery sale is em- 
phasized, largely excluding restau- 
rant and institutional sizes. This 
has made for standardization of 
conveyor belt techniques. 


New Ad, Sales Policy 


But the most significant changes, 
probably, have been made in sales 
and distribution methods and in 
advertising. 

Until five years ago, when 95% 
of production was packed for 
others, Mr. -Weisman explained, 
Hunt’s “own” products were sold 
through exclusive outlets in each 
market, and all on the West Coast. 


a vice-president and director of 


These were quality products, at 
premium prices, but their total 
volume was small. 

The new management set out to 
-make and sell Hunt. 

The present distribution policy 
—with individual products at 
various points along this road— 
has been consolidation, first, of 
plant territories, then in turn 
California, the Pacific Northwest, 
Rocky Mountain states, Southwest, 
and finally coast-to-coast. ‘ 

Until 1946 only spotty national 
distribution was attempted. To- 
mato sauce was chosen as the first 
spearhead, it was explained, be- 
cause it is a low-priced, high- 
quality cooking ingredient capable 
of winning volume sales, and yet 
was virtually unknown in many 
sections. Before being introduced 
nationally, the preduct was tested 
successfully in Los Angeles, San 
Francisco, Seattle, Houston, Mi- 
ami, Akron and Puerto Rico. If 
per capita consumption of test 
areas were projected, the nation’s 
consumption of Hunt’s tomato 
sauce would be more than 300,000- 
000 cans annually! 


New Spearheads 


The conquest of such major 
markets as New York was aided 
by intensive local campaigns. Mr. 
Weisman estimates that the to- 
mato sauce now has 55% dis- 
tribution in the East and Middle 
West. The newer — spearheads, 
canned peaches and fruit cocktail, 


SPEARHEAD—Latest Hunt food to be 

advertised in magazines is canned 

peaches. Hunt Foods, Inc., whose en- 

tire budget was only $91, 000 five years 

ago, will spend more than $1,000,000 in 
Life alone this year. 


have developed an average 40% 
distribution in these sections. In 
fact, all Hunt canned fruits are 
now “national,” and several other 
products less uniformly so. Peas 
and preserves are being tested for 
nationwide sales. 

Although every major chain is 
said to have put Hunt’s tomato 
sauce on its “accepted” list, the 
company has done better with in- 
dependents and local chains. Safe- 


-way Stores, second largest chain 


(which “domirfates” the West, 
and also is in the canning busi- 
ness), does not yet carry Hunt 
foods. 

On the other hand, these prod- 
ucts are sold and promoted by 
such strong local chains as 
Ralph’s, Los Angeles, and Lucky 
Stores, San Francisco. Kroger, 
third largest chain, includes Hunt 
in its national-brand promotions, 
and IGA, leading voluntary chain 
—which recently increased em- 
phasis on national brands — this 
month will promote Hunt prod- 
ucts, “as advertised in Life.” 

The company’s selling policies 
also vary with intensity of dis- 
tribution of the entire line. 


Has 165 Salesmen 


In California, Hunt is said to 
have become the first major food 
canner to employ the “drop ship- 
ment” method. Some 100 Hunt 
salesmen canvass California re- 
tailers direct. Deliveries are made 


in Hunt trucks. But wholesalers 


PICKLE PUSS—Hunt pi uses outdoor posters, among other media, in the Far 


West to support such regionally-sold products as C.H.B. pickles. Young & 
Rubicam is agency for Hunt Foods. 


still handle invoicing and collect- 
ing. 

In the Pacific Northwest and 
Rocky Mountain sections, the 
Southwest and Hawaii, Hunt sells 
through district sales managers 
whose men contact both whole- 
salers and retailers. Delivery is 
made through wholesalers. ‘The 
company’s own sales force totals 
165 men. 

In the Middle West and East, 
Hunt employs 65 food brokers— 
none of whom handles competi- 
tive products. 

An export department, with 
headquarters in San Francisco, 
maintains an office in Honolulu. 
Elsewhere abroad, Hunt has full- 
time representatives. 

Warehouses are operated in 
Hayward, Houston and Boston. In 
the rest of the East and Middle 
West consignment is made in boat 
and carload lots to large jobber 
warehouses. 


Tells Ad Budget Basis 


Hunt prices have been competi- 
tive with other advertised brands, 
Mr. Weisman pointed out, “and 
this year will average lower than 
the others.” 

As a further step toward sim- 

plification, he added, the company 
intends to cut the present 90-item 
line to “50 or 60.” 
The single-product “advance 
guard” technique was _ adopted 
after a lot of research by the com- 
pany and its advertising agency, 
Young & Rubicam — which took 
the account from Biew Company 
three years ago. 

“Our advertising growth,” Fred 
Weisman emphasized, “has not 
been in relation to past sales nor 
to sales expectations. 
vertising for the long pull. If sales 
were to fall off, we might expand 
advertising even more.” 

In the company’s annual report 
for the fiscal year ended Nov. 30, 
1947, two pages describe and por- 
tray the advertising program. 
Elsewhere in this colorful pamph- 
let the officers tell of the 1948 
series of 52 color pages — one 
every week—in Life; plus inser- 
tions in other magazines, in news- 
papers and outdoor posters. 


Control Vital to Size 


“Despite the widespread prac- 
tice of private label marketing” 
in the fruit and vegetable canning 
industry, Simon and Weisman told 
stockholders, “long experience has 
shown that control of one’s own 
brand name and its distribution is 
vital to building a food company 
of important size. Food companies 
with nationally advertised brand 
names have historically enjoyed 
relative stability of sales and 
earnings,” because they can “de- 
velop and sustain consumer loy- 
alty on a long-range basis.” 

In 1943, when the new manage- 
ment took control, Hunt spent 


|about $91,000 to advertise tomato 


sauce on outdoor boards in the 
West and in regional sponsorship 
there of Mutual and CBS com- 
mentators. The 1944 budget was 
only slightly larger, with addition 
of a network participation show 
and some newspaper “experi- 
ments.” 

By 1945, however, expenditures 


We're ad-|’ 


had riser to $650,000—in the same 
media, plus color pages in The 
American Weekly. The next year 
it moved up to $750,000. 

With the nationwide “invasion,” 
in 1946 and 1947, the company 
used color pages in Life, McCall’s, 
The Saturday Evening Post and. 
the New York News and New 
York Times magazines. Special 
newspaper advertising was run in 
New York, and a foreign language 
campaign offered the product to 
that city’s large Latin population. 

The 1947 budget topped $1,500,- 
000. “Network radio was 
dropped,” the company explained, 
“in favor of increased visual ad- 
vertising for package identifica- 
tion.” 

The present Life schedule for 
Hunt’s tomato sauce is said to be 
“the first time any single food 
product has been advertised 
weekly in any magazine.” 
on the list are The American 
Weekly, Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
and Woman’s Day, sold in A&P 
stores. The magazine program is 
supported by a campaign in Chain 
Store Age, Food Topics, Progres- 
sive Grocer, Super Market Mer- 
chandising, and regional grocers’ 
papers. 


20% Goes to Outdoor 


Twenty per cent of the 1948 

budget is devoted to outdoor in 
the West and South, primarily for 
C.H.B. catsup, pickles, etc. The 
remaining 20% is being spent 
chiefly in newspapers, with some 
of it for point-of-sale displays, 
and for spot radio in a few mar- 
kets, such as New York and Los 
Angeles. 
The whole program, Fred Weis- 
man said, is kept flexible to meet 
needs and opportunities. This year 
campaigns are being launched in 
Hawaii, Cuba, Puerto Rico and 
elsewhere. The Good Housekeep- 
ing seal of approval has been 
given to 15 Hunt products, and 
all the others are being considered 
for it. 

Copy usually emphasizes re- 
cipes. A large-scale recent in- 
novation—Norton Simon’s idea— 
has been recipes in match books. 
Some 500,000,000 match books 
have been ordered in caddies of 
50 books each. More than 100,- 
000,000 already have been dis- 
tributed. 


May Spend $3,000,000 
The new “Hunt Foods, Inc., has 


grown so fast that individual func-_ 


tions have not been clearly de- 
fined. Most general executives 
have doubled—or trebled—in 
brass. The company as yet has 
no “advertising manager.” This 
function is divided between Si- 
mon, Weisman and Arthur I. 
Winston, assistant secretary, with 
considerable help from Donald 
Barr, Hollywood manager, and 
others at-Young & Rubicam. 

It’s a large and complex func- 
tion. 


Also 


Don’t be surprised,” Winston © 


said, “if our advertising expendi- 
tures .actually reach $3,000,000 
this year.” 


Which, according to our reckon- — 
ing, would be about 33 times as 
much as they were five years ago. 


Ful 
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Network Rule 
Spells Death 
to FM: Taft 


CINCINNATI—Protesting the re- 
cant network ruling on FM dupli- 
ation, David G. Taft, manager of 
wcTs, FM affiliate of WKRC 
ere, has charged that the present 
policy on FM “would probably 
mean that in time it would die out 
completely,” 

In a letter to J. N. Bailey, presi- 
dent of the Frequency Modulation 
Association, Mr. Taft, who also 
js an FMA director, said the net- 
work policy that local stations 
must either carry all or none of 
the net’s commercial musical pro- 

s “will have a detrimental 
effect on the future of FM.” 

In the Cincinnati market, he as- 
serted, “our greatest handicap was 
our inability to air live music, but 
this is now possible.” However, 
if all stations followed the net- 
work dictates, the same shows 
would be aired on both AM and 
FM throughout the broadcast day. 
And since “the price of the nor- 
mal AM set is less than an AM- 
FM combination, the incentive for 
the mass of the’ radio public to 
puy FM sets would be elimi- 
nated.” 


FM Set Sales Discouraged 


Inasmuch as “static is rarely a 
problem in this area,” he con- 
tinued, “the listening public would 
be denied the advantages of FM 
broadcasting. This would also 
tend to discourage FM set sales.” 

Further, he asserted, “if the 
network sponsors were given a 
free ride on the FM station, the 
local and national spot advertisers 
would demand the same privilege. 
As we have been selling WCTS 
commercially at an _ established 
rate for the past year, it would 
be necessary for us in all honesty 
to rebate our present and past FM 
advertisers. the full amount billed 
since our station went on the air.” 

“The present network policy,” 
the letter concluded, “would rele- 
gate FM to a very secondary role 
and would probably mean that in 
time it would die out completely.” 


Launches Video Show 


United States Rubber Company, 
New York, has launched a new 
series of television shows on Sta- 
tion WFIL-TV, Philadelphia, at 8 
p.m. every Wednesday. The show, 
entitled “At Liberty Club,” will 
include a dancer, a magician, 
singers, various guests from the 
audience, schools and community 
groups in Philadelphia. The pro- 
gram will be sponsored by the 
wire and cable department of 
U. S. Rubber. 


AVAILABLE NOW 


Fulton Lewis, Jr. 


Has one of biggest rat- 
ings in nation. Nation- 
ally recognized commen- 
tator. Write or wire for 
other availabilities. 


6:00 P.M. Mon.-Fri. 


52 time rate (talent in- 
cluded), Per week only 


$171.00 


OLN 


LINCOLN, NEBRASKA 


Plugs Peanut Butter 


Southgate Foods, Norfolk, Va., 
maker of Red Mill peanut butter, 
through Lamb, Smith & Keen, 
Philadelphia,. will launch a cam- 
paign covering Virginia and North 
Carolina, using newspapers, radio, | 
and point-of-sale displays. 


Rouse Opens Agency 
P. C. Rouse, formerly advertis- 


ing manager of Twin Coach Com- 
pany, has opened his own adver- 


tising agency, Rouse Company, at 


123 N. Water St., Kent, O. He 
will offer counseling and agency 
service in national advertising, 
sales promotion and merchandis- 


ing. 


Consumer Relations 


Elects Directors 


Abbott Kimball, head of the 
New York agency bearing his 
name, William S. Hedges, vice- 
president of the National Broad- 
casting Company, Julius Ochs Ad- 
ler, vice-president and general 


manager of the New York Times, 
and Frank G. Huntress, general 
manager of the San Antonio Ex- 
press-News, have been elected to 
the board of directors of the Com- 
mittee on Consumer Relations in 
Advertising. 


‘Post’ Promotes Gross 


Alex Gross, former promotion 
production manager of the New 
York Post, has been appointed pro- 
motion manager of the New York 
Post and The Bronx Home News. 


Mr. Gross joined the New Ye 
Post in 1936 and served succes- 
sively as advertising service man- 
ager and promotion production 
manager. 


“That Fellow Sott™ 
Creates the Unusual in 
Advertising that's salably 


sound! 


04 E. Jackson CHICAGO 
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and brochures. 


PAP 


Faerie Silk Mills, Inc. 
Makers of Fine Knit Underthings 


Consolidated Coated 


Papers 


By making available quality coated papers 
in the price range of uncoated stocks, Con- 
solidated has solved the paper problem for 
many of America’s leading national maga- 
zines and trade and technical journals. 
Consolidated Coated has likewise 
answered the long-sought needs of an im- 


PRODUCTION GLOSS 
‘MODERN GLOSS 


pressive list of advertisers who specify it 
regularly for their most important catalogs 


Manufactured in weights down to 45 
pounds, Consolidated Coated Papers meet 


almost any printing requirement of Pub- 
lishers, Printers and Advertisers. 
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Celebrates 100th Year 


‘ The Free Press, Burlington, Vt., 


which on April 1 completed 100 
years as a daily newspaper, has 
issued a special 48-page tabloid 
section showing a century of Ver- 
mont progress. The section, called 
“A Century of Progress,” was in 
addition to the paper’s regular two 
sections and included a reproduc- 
tion of the front page of the first 
edition: 


OF LONG LIFE’ 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 
Division of 


Y/ 900 Kibby Lime, Obie, U.S.A. 


Charge of “Worst R.R.’ 


New Smucker-Weiss 
Regime to Promote 
Improved Facilities 


Jamaica, L. new man- 
agement and some new policies of 
télling passengers and employes 
the facts—without being too grim 
or abject about it—the Long 
Island Rail Road has set out to 


| |prove that it is far from being 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


Published bi-monthly at Milwaukee, Wis. 


“the worst railroad. in the coun- 


Long before the record snowfall 
of last Dec. 26 spread this charge 
from coast to coast, many of the 
150,000 people who make 300,000 
trips a day on the Long Island 
were expressing themselves vigor- 
ously to that effect. 

But the storm—which forced 
many of them to “ride” i0 hours 
on normally 20- or 40-minute 
runs, and which kept some of 
them snowbound all night in un- 
heated cars and even lost trains 
completely—made the gripes loud 
and unanimous enough to be 
heard even at the headquarters of 
the Pennsylvania Railroad in 
Philadelphia. 

The Long Island is owned by 
the Pennsylvania. Although con- 


fined on a 120-mile island be- 
tween the East River and Mon- 
tauk Point, it is the largest com- 
muter railroad in the world, car- 
rying some 800 trains daily over 
nearly 1,000 miles of track on 370 
miles of right of way. 

‘The gripes also embraced the 
Pennsylvania: While the Long 
Island was. feeding the Pennsy, 
the Pennsy was bleeding the Long 
Island, ete. 

Stockholders were unhappy. 
The Long Island is valued at 
$150,000,000. Yet it has made 
money in only about 10 of the 48 
years of Pennsy control, and cur- 
rently is $40,000,000 in debt. 

Morale of the L. I.’s 7,000 em- 
ployes was not high. While listen- 
ing to passenger complaints on the 
one hand, they were trying to 
“hold the trains together with 
string and wire.” 


Smucker, Weiss Take Over 
Into all this—converging in = 
grimy red-brick, six-story L.I.R.R. 
headquarters building at Jamaica, 
transfer point and nerve center 


wantep: Adventurer 


While we do not disdain copybook virtues, 


HE WILL SEEK adventure in other people’s 
minds . . . observe opportunities in ordinary 
instincts and hidden ore in human habits, find 
rich rewards in routine habits. . . 

He will be able to see, and make others see, 


we hold enterprise above routine industry. We 
don’t mind the maverick, let him go his own 


gait as long as he makes good. 


Our candidate will not be eniharrassed by 


significance in the commonplace, strategy in 
circumstance, and tremendous import in trivia 
... the way people turn to the right, watch their 
reflections in store windows, stare into street 
excavations, open their cigarette packages, order 
watermelon in restaurants, doodle in phone 
booths, smile at babies, look at a girl with a red 
coat or a man with a black eye or a uniform, 
slow down on crowded streets and walk fast in 
railroad stations . . . the curious compulsions of 
custom, the stereotypes of superstition... the 
never to be ignored consequences of almost 
inconsiderable causes . . . 

He will be more than a student or observer, 
have some economist in his make-up, energy 
and imagination enough to find commercial 
utility for his findings. 

To his friends he will be only a lithograph 
salesman ... Actually he will be an adventurer. 


‘Tis business is not a traffic in paper, 
board, and ink . . . but rather an interchange of 
ideas—which influence people to somebody’s 
profit .. . including the adventurer’s. 


carrying a large flat package in public—the 
occupational curse of the lithograph salesman. 
He will be helped by a background involving 
some experience in art, graphic reproduction, 
photography, advertising or merchandising. 
To the right man, we offer a career of color, 


‘ excitement, and accomplishment. Behind his 


initiative a large, fast moving organization will 
function.to his needs. He will have adequate 
support, and unlimited opportunity for earnings, 
in a company of his fellows. 

In fact, weneed more than one man; can use 
representatives in several cities. The company 
is still young, has been considerably depleted 
by the Armed Forces. Four new divisions will 
not only take care of returned servicemen, but 
will provide additional opportunities. 


Ir this advertisement sounds wacky to you 
... just forget it, because you are not our man. 
But if it suggests scope for your abilities, and a 
horizon you’d like to hold in sight, send us a 
letter which does not spare the details. Your 
confidence will be respected . . . 


EINSON-FREEMAN CO. inc. © Adventurous Lithographers 


STARR & BORDEN AVENUES, LONG ISLAND CITY, NEW YORK 
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RAILROAD RESCUERS — David €E. 
Smucker (left) .and Henry A. Weiss, 


who head the new “local autonomy” 

management of the much-abused Lo 

Island Rail Road, considered what 

they'll tell reporters at a press luncheon 
in their first day on the job. 


of the system—there walked ‘last 
month two brave young men. 

David E. Smucker left the su- 
perintendency of the Pennsy’s 
Pittsburgh division to become 
the Long Island’s first resident 
general manager. Henry E. Weiss, 
38, former lawyer, and recently 
assistant general passenger agent 
of the Pennsy, at Philadelphia, is 
the new general passenger agent 
of the Long Island. 

Among a lot of other responsi- 
bilities, husky, 240-pound Dave 


advertising and public relations 
director of the new and “iride- 
pendent” regime. Slender, red- 
haired Henry Weiss, among other 
duties, is in charge of advertis- 
ing. David R. George—who has 
learned patience for some years as 
the Long Island’s publicity repre- 
sentative—is in charge of public 
relations. 


Absentee Management 


Heretofore, the Long Island’s 
policies were directed largely by 
absentee management, from Phila- 
delphia, 100 miles away. This 
applied to advertising and public 
relations, too. Although the L. L 
was spending up to $200,000 a 
year for advertising, it had no ad- 
vertising manager of its own. 
The Pennsy people took care of 
this, through the Philadelphia 
headquarters of Al Paul Lefton 
agency. 

And Tom Ross of the New York 
public relations firm of Ivy Lee & 
T. J. Ross went to Philadelphia 
regularly to assist in guiding the 
whole Pennsylvania system, and 
incidentally the Long Island. 
With the advent of the Smuck- 
er-Weiss management, however, 
Milton Gladstone of Lefton’s’ New 
York office became account ex- 
ecutive. Although Ivy Lee & T. J. 
Ross continues to serve the Penn- 
sylvania, Verne Burnett of New 
York now meets with the new 
management at Jamaica each 
Wednesday as the Long Island’s 
own few public relations counsel. 
When Smucker and Weiss 
moved in, on Monday, March 1, 
almost the first thing they did was 
to hold a luncheon for the press 
to discuss their problems, hopes 
and plans. Most of the plans are 


ready are in the works. 
‘New Building Started 
In contrast with nearly every 


of the Long Island’s revenue—70% 
—comes from passengers, and 
only 30% from freight. For the 
past two decades, while competi- 
tion from New York subways and 
from motor cars was growing, the 
railroad fought unsuccessfully for 
a commuter fare increase of 25%. 


was granted. 
road has embarked on an $18,000,- 


000 improvement program. Most 
of the improvements—in trains, 


will be completed this year. 


Smucker has become in effect the — 


still being evolved, but others al- 


other Class 1 railroad, the bulk’ 


Finally, last year, a 20% increase 
On the strength of it the rail- 


stations, power equipment, ae 
Although the amount is only a 
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pit more than half of the $30,000,- 
900 which the J. G. White Engi- 
neering Corporation recommended 
gs necessary, it came at a good 
time for the new management. 

On. March 13, Mr. Smucker sent 
a letter to each “fellow employe.” 
He mentioned that his appoint- 
ment made him “responsible only 
for the operation of the Long Is- 
jand Rail Road.” He cited their 
mutual goal—“to make the Long 
[sland a better railroad. .. When 
it prospers, we prosper.” 


Message to Passengers 


Mr. Smucker added that “with- 
in a day or two, the passengers 
on our trains will be handed a 
message outlining what we expect 
to do to make the Long Island a 
better railroad.” 

On March 16, commuters were 
amazed to receive this message 
from a ‘crew of college girls 
dressed to symbolize the “new 
look on the Long Island.” 

“Dear Customer” was told that 
“your railroad now is being op- 
erated and managed by people 
who are responsible only for the 
operation of your road. 

“In going over the property and 
in talking with people since I 
came here March Ist, I get the im- 
pression you feel that a start has 
been made toward improving our 
service. The on-time performance 
is better, and improvements have 
been made in a considerable num- 
ber of our present passenger cars.” 

This, he said, was just the first 
of a series of messages: “Your 
suggestions will be welcomed, and 
I trust you will bear with us while 
we try to make the Long Island a 
better railroad.” 


Ad Budget Larger 


This message also was repro- 
duced that week as a large-space 
advertisement in 80 weeklies of 
Queens, Nassau and Suffolk coun- 
ties and five dailies in this area. - 

The “new look,” Mr. Weiss told 
AA, will be extended to advertis- 
ing. “We intend to be helpful and 


informative—in lighter vein.” The | - 


advertising budget is being ex- 
panded, but the amount has not 
been set. It will be spent mainly 
in newspapers and in the road’s 
car cards and station posters. 

In 1947 the Long Island spent 
$87,000 in advertising, as com- 
pared with $206,000 in 1946. 

For the first two months of 1948 
the road advertised not at all. In 
the midst of all the stormy pub- 
licity, the powers that be in Phila- 
delphia held many a huddle over 
what they might be able to say 
in advertising to combat it. 


Larger PR Budget 


The public relations budget also 
is being expanded, but Mr. Weiss 
would not say to what extent. 

The new management plans to 
“inform the public about tickets, 
local conditions and a lot of other 
matters,” Mr. Weiss added. One 
means will be through monthly 
leaflets called “All Aboard.” Em- 
ployes will be told of develop- 
ments through the “Long Island 
Railroader.” 

In connection with the White 
Corporation’s investigation of the 
railroad’s requirements, seven 
years ago, Crossley, Inc., New 
York, made a survey of passen- 
gers, who reported predominantly 
that the Long Island was “not 
doing a good job.” The findings 
were not released. 

The new management is con- 
sidering further passenger surveys 
—and the release of the findings— 
as well as a survey of employe at- 
titudes. 


May Ease Congestion 


Incorporated in 1834, the Long 
Island is one of the nation’s oldest 
railroads. Before the Pennsyl- 
vania spent $115,000,000 in build- 
ing the Penn Station in New York 
and its vast tunnel system under 


the Hudson and East rivers, the 
Long Island ended at Long Island 
City, from which passengers took 
ferries to Manhattan. 

For passengers who work on 
the East Side of Manhattan, the 
new management is considering 
going back a half century to re- 
build the old Hunters Point Sta- 
tion near the East River. Instead 
of taking ferries, these passengers 
would take subways or buses. 
They would save time and $2.64 
on monthly and 66 cents on weekly 
commutation tickets. This second 
“terminal” also would reduce con- 
gestion at Penn Station. 

_The new management of the 
railroad will survey pdssengers 
soon to get their reactions to this 


plan. 

Almost any day or year now, if 
the wind is right, you may hear 
150,000 passengers rooting for the 
Good Old Long Island. 


Cott Beverages Starts 
Newspaper Campaign 

Cott Beverages, Inc., New 
Haven, Conn., and Port Chester, 
N. Y., will launch a weekly cam- 
paign this month in 47 eastern 
newspapers for its ginger ale, 
Vichy water and fruit flavored 
beverages. 

In addition, spot announce- 
ments on more than 20 stations 
will: be used. Hammer Advertis- 
ing Agency, Hartford, has been 
named to handle the campaign. 


Holds Photo Exhibit 

The second annual exhibition of 
the Society of Photographic Il- 
lustrators will be held at the Ar- 
chitectural League of New York 
from April 8 through May 1. The 
exhibition, featuring the works of 
the nation’s- foremost illustrative 
photographic studios, will be 
divided into three sections: New 
model introduced by the SPI; gen- 
eral display of best work of each 
studio, and color transparencies. 


Von Munching to Ellis | 

The New York office of Ellis 
Advertising Company has been 
appointed to handle the advertis- 
ing of Von Munching & Co., im- 
porter and distributor of Heine- 
ken beer. 


REFLECTS YOUR 


BEAUTY MARKET! 


BONOMO 
WOMEN’S GROUP 


@ National leadership in the 
Women's Beauty Self-Improvement Field 
Rebate backed 


300,000 


BONOMO PUBLICATIONS, INC. 


Circulation 


1841 Broadway © New York 23, N. Y. 


WHAT! NEWSWEEK IS ONE OF THE TOP 4 oF ALL 
GENERAL MAGAZINES IN TOTAL ADVERTISING PAGES! 
-. HOW MANY PAGES DID THEY CARRY IN 47:7 


OVER 2800! AND THEY'VE GOT THE BLUE-CHIP COMPANIES, 
TOO. WITH GOOD REASON! FOR NEWSWEEK DELIVERS THE 
“TOP 700,000” AMERICAN FAMILIES ... 
THE GREATEST CONCENTRATION OF 
LEADERS IN BUSINESS, INDUSTRY, 
AND THE PROFESSIONS OF ANY 
GENERAL MAGAZINE. AND AT THE 
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2nd of a series 


OF ALL 
DRUG STORE SALES 
ARE MADE IN THE 


608 


PRINCIPAL TRADING 
CENTERS 


2 of Cosmopolitan’s net paid circulation of over 2,100,000 is con- 


centrated in America’s 608 Principal Trading Centers and the trading areas 
of the 10 Multiple Markets. Over 71% of all drug store sales are made in this 
‘PROFIT MARKET.” And Cosmopolitan, itself, is displayed and sold by more 
than half of the nation’s drug stores. ws | 


$ 
$ 
$ 
$ 
$ 
$ 
$ 
$ 


e No other multi-million circulation magazine in the weekly, monthly or 
women’s service field offers as high a percentage of circulation concentration 
in these top volume markets for drug and toilet goods sales. — 


e Your cost per page per 1000 readers for this concentrated ‘‘Profit Market”’ 
coverage in Cosmopolitan is only $2.42 for black and white, or $3.61 for 

~ 4 colors — close to the lowest rate available in any volume magazine regard- 
less of where its circulation is delivered. 
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FOR DRUGGISTS—McKesson & Rob- 
bins, New York, is offering druggists 
this counter display for promotion of its 
Tawn toiletries, featuring lotion, sham- 
©, hair dressing, cologne, talc, brush- 
less shave and shaving bowl. The line 
is advertised in national magazines. 


ATLANTA CLUB HEARS SIKES—Members of the Atlanta Advertising Club 
heard Allen Sikes (left), service manager of the Bureau of Advertising, ANPA, 
discuss the nag age Study of newer Reading. Here he with 
John K. Ottley Jr., advertising director of the Atlanta Journal and chairman 
of the club's board of directors. : 


PICKING THE WINNERS—Judges of the 1947 contest among members of the 
Affiliated Advertising Agencies Network, which held its midwest regional con- 
ference in Chicago, are (left to right) Harlow Roberts, vice-president, Good- 
kind, Joice & Morgan, and first vice-president, Chicago Federated Advertising 
Club; Leah Anderson, Foote, Cone & Belding, and president, Women's Adver- 
tising Club of Chicago; M. Glen Miller, M. Glen Miller Advertising, past 
president, CFAC, and Lane Witt, president, National Industrial Advertisers 
Association. 


SOUND 
| ol? MOVIES 


GOING CO-OP—Following a mag- 


azine drive, Lee-Rowan Company, St. = vine CONTRACT—Williem F. Maag Jr., president of Station WFMJ, Youngs- 


par 


Louis, is scheduling newspaper copy in 
a basic list of 77 major markets to 
boost its trousers creaser, which elimi- 
nates the need for ironing wash pants. 
Papers in 500 cities eventually will 


town, and éditor of the Youngstown Vindicator, signs with RCA for equipment 

to operate a 5-kilowatt television station. Others in the photograph (left to 

right) are Robert B. Mackall, program director; P. B. Reed, RCA, and Frank 
‘ Dieringer, chief engineer. 


LiTe WEIGHT 


FLASHER—Victor Animatograph Corp., Davenport, la., is offering dealers and 
distributors this 3x3-foot — illustrating the new Victor Lite-Weight sound 
_ projector. The pictures at the le 


ft light up by means of an adjustable flasher. 


carry the co-op copy. Krupnick & As- 
societes is the agency. 


New York Adclub. 


DMAA PLANNERS—A plans conference for the Direct Mail Advertising Asso- 
ciation's convention, set for Sept. 29-Oct. | in Philadel 
Snapped at the proceedings were (left to right) DMAA 
President Charles B. Konselman, grote and public relations manager, 
A. & M. Karagheusian, Inc.,. New York; Earle 

Buckley Organization, Philadelphia, general chairman o 
J. Whitford Dolson, industrial ad manager, Hercules Powder Co., Wilmington, 


associate chairman of the convention. 


phia, was held at the 


esident, Earle A. 
convention, and 


A. Buckle pr 


FOR DAD—In time for Father's Day 
comes Seaforth's traveler set in a new 
alligator-type wrap package which will 
be featured in national magazines this 
June (AA, March 22). The agency is 
Morse International, New York. 


CHICAGO JUDGES IN PUAA CONTEST—Selecting winners in the newspaper 

classification for gas companies in the Public Utilities Advertising Association's 

national copy contest are (left to right) Marvin Clausen, account executive, 

Needham, Louis & Brorby; P. J. Morrison, advertising director, Chicago Herald- 

American, and Paul C. Fulton, manager of retail advertising, Chicago Tribune. 

Clayton G. Cassidy, ad manager of the Peoples Gas Light & Coke Co., is the 
Chicago member of the PUAA copy contest committee. 


NEWSPAPERS ENTERTAIN AUTOMOBILE DEALERS—Among the newspaper men present at the speakers’ table at the dinner 
e 


ap by the Rock Island Argus and Moline Dispatch for local automobi 


dealers of Moline, Rock Island and East Moline, 


., are (left to right) Harold E. Swanson, national advertising manager of the Rock Island Argus and Moline Dispatch; E. F. 
Binder, sales manager of Allen-Klapp Co., Chicago; Harry A. Sward, co-publisher, Moline Dispatch; Ben H. Potter, co-pub- 


lisher, Rock Island Argus; M. F. Batterton, sales manager of Illinois 
Gorham, manager, Illinois Daily Newspaper Markets. A feature of the party, hel 


aily Newspaper Markets, Springfield, and Paul H. 
in Rodck Island, was the presentation of 


the Bureau of Advertising film, “The Daily Newspaper.” 


National Co-op 
Business Neared 

Billion in ‘47 

New: Yorx—Retail business of 
local consumer and _ purchasing 
cooperatives affiliated with Na- 
tional Cooperatives, Inc., came 
close to the $1 billion mark dur- 
ing 1947, the Cooperative News 
Service Letter says. 

Business of the co-ops totaled 
$922,346,486 in 1947, according to 
a report recently completed by 
Wallace J. Campbell, of Coopera- 
tive League of the United States. 
This is an increase of 32% over 
1946. 

National Cooperatives serves 24 
regional cooperative associations 
which reported wholesale business 


-|the result 


of $348,166,840 in 1947, a gain of 
49% over 1946. Cooperative of- 
ficials point out that part of the 
substantial increase in volume is 
of price increases, 
while some is due to the addition 
of two regionals to National mem- 
bership in 1947. 


New CBS Co-op 


Signs 21 Sponsors 

“It Pays to Be Ignorant,” which 
turned co-op in late February 
after being dropped by Philip 
Morris & Co., has picked up 21 
advertisers over 34 CBS stations. 
The broadcast is heard Saturdays, 
10:30-11 p.m., EST. 

Goetz Brewing Company, St. 
Joseph, Mo., sponsors the show 
over 12 stations, and Canada Dry 
Ginger Ale, Inc., New York, spon- 
sors the program over three sta- 
tions. 


This man, 35 to 


and agency ownership. 


An Outstanding Opportunity 
for an Al COPYWRITER with 
EXECUTIVE & SALES ABILITY 


A customer of ours is seeking a man who may be 
the operator of a one-man or small advertising 
agency. Or he may have learned agency operation 
(sales, production, administration) while associated 
with moderately large or large advertising agencies. 
years of age, is now ready to 
put his experience to work in an agency where 
there is plenty of room at the top. 


This man will be interested not so much in the 
substantial salary which the position offers but in 
the obvious opportunity to participate in the profits 


Write in confidence, giving enough of your record 
to enable us to determine whether an interview 


would be of mutual advantage. 


. Box 7028, ADVERTISING AGE 
100 E, Ohio Street, Chicago 11, Illinois 


ARTIST 
WANTED 


Advertising Agency located in 
small Ohio city near larger cen- 
ters has unusually attractive 
opening for top-flight artist who 
can do both layout and finished 
work. National accounts. Pub- 
lication and direct mail. 


Box 7024, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


WANTED 

Media man for leading midwestern 
advertising agency. Must have knowl- 
edge of rate cards, contracts, agency 
practices, radio and television. Give 
previous experience, age and salary 


THEY SPENT 
90 MILLION DOLLARS 
to teach me what | know 
about copy 
They were lucky. So was |. Three of the 
smartest ad-men in the business guided 
me through the copy cub stage so even 
the early spenders didn't get hurt. 
Today, there's the writing or directing of 
the writing on some million dollars 
worth of advertising and merchandising 
behind me. 
Practically all of it was in the highly 


competitive food, drug and beverage 
peapetese, Most of it was for the leader 
in the field. 


I've been a copy chief since my eighth 
year out of oemee. | ran my own agency 
until the war broke it up. 

I'm earning $17,000 a year and | don't 
want any more money. I'm looking for a 
job with a solid agency where the people 
who work there actu ly like their jobs 
and the people around them. 

| work hard and I'm fast. | know layouts 
and | think in terms of campaigns. But, 
if. you run an ulcer factory just skip this. 


Box 7026, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


required. 


Box 7027, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Illinois 


YOUR MONEY BACK PROMPTLY 
advertising manager to 
small agency or compan. 
to add some promotional ‘‘know-how 
tion. Affable, knows art and pro- 
for consumer and 


ack promptly in two ways: 

saved in advertising ideas and pro- 

Available April, 19th, 
Vallabie 

Box Foes, ADVERTISING AGE 

100 E. Ohio Street, Illinois 


Agency. Executive 


Retirement of one of our principals 
creates an unusual opportunity for a 
new executive to become a major 


NITES: per line, minimum 


car: 


HELP WANTED 


HELP WANTED 


POSITIONS OPEN 

With agencies, advertisers, publish- 
ers, ete., for both men and women. 
No obligation to register. 

FRED J. MASTERSON 
Advertising and Publishing 
Personnel 
20 yrs. previous adv. exp. 
185 N. Wabash, FRA. 0115, Chicago 


COPYWRITER WANTED 

A man who knows he is a good copy- 
writer, for free lance work. Small 
agency. Write—Don’t call. Room 
N. Michigan Ave., Chicago, 
nois. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 

Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—-Personnel 
209 8S. State St., Har. 2083, Chicago 


CHICAGO REPRESENTATIVE to 
sell consumer goods manufacturers 
peng A run counter, window and 
oor displays. Outstanding design, 
unlimited production capacity in all 
media. Unlimited earning possibili- 
ties. Straight 

Write: 

Box 9517, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


commission basis. 


AVENUE 
FOR 
ADVERTISING 
Acet, Exec’s. To $10,000 
Illustrators: (5) 12,000 
Layout Artist: Agcy........ 9,000 
Exec. Copywrs; (4); col..... en 
Letter Artists: (5)........ To 5,000 
Printing Service Man: exp... 5,000 
Agency Copywriters; exp.... 6,000 
Jr. Copywrs: (8); Col. Deg.. Open 
55 East Washington AND. 1400 


Long Established ABC business pa- 
per has opening for young nian to 
work in editorial & advertising de- 
partments. Agricultural background 
desirable but not absolutely essen- 
tial. Midwest location. Salary open. 
Give qualifications in first letter. 
Box 9489, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WE NEED NOW! 


Copywriter—Agcy.; some trade 


Production & Copy—male or 
opywriter—Young ........... 3.600 
opywriter—Woman .......... 3,600 


CADILLAC EMPLOYMENT AGENCY 
220 So. State St., Chicago 4, Ill. 


PERSONALIZED SERVICE 
Gen. Mgr. home appliances. . . $25,000 


Sales Mgr. electronics........ 15,000 
Sales Mgr. farm equip........ 10,000 
Sales Mgr. bldg. matls........ 10,000 
Sales Mgr. Asst. home appl... 6,000 
Sales Prom. Mgr. automotive. 7,500 
Sales Prom. Mer. lighting.... 10,000 
Adv. Mgr. food products....... 8,500 
Adv. Mgr. Asst. mfgr......... 5,200 
Copy Chief, agency.......... 12,000 
Acct. Exec. agency....... 12,000 
Copywriter. AAA agency 25,000 
Copywriters (10) various—to. 7,500 
Chief Editor, automotive..... 8,000 
Editor food processing....... 6,500 
Editor, htg. & ventig......... ,200 
Editor, young, house organ.. 3,600 
Art Director, adv. agcy....... 8,000 


Layout Artist, adv. agcy...... 
Research Man, publisher 
Copywriters, young, catalogs. 3,600 
House Organ Man, mfegr...... 3,000 
THE HONES COMPANY 

Rm, 1515, 14 E. Jackson Blvd.,Chgo, 4 


National magazine wants experi- 
enced solicitor. Excellent oppor- 
tunity. Top salary to right man. All 
answers eld in strict confidence. 
Box 9511, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Ill. 


Advtg--Sales Prom. Mgr....... 8,000 
Assistant Account Exec.......$4,200 
Industrial Copywriters ...... 5,000 
Jr. Copy-Mngineering Deg... . .$3,000 
Layout Artists ..... $5,200 


SHAY AGENCIES 
30 W. Washington 


TYPOGRAPHER 
Young man to take charge of sales 
and production in new Agency Ad 
lant. Open shop. Sales Contacts 
will be welcome but not necessary. 
Must understand all operations to 
produce fine Typography. State all 


details including re in first let- 
: All replies held in strict con- 
ence. 


Box 9514, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


PUBLICITY-PROMOTION 
31-year old family man, Journalism 
graduate, 9 years experience copy- 
writing, publyeity, full-scale promo- 
tion campaigns and public relations. 
Desires permanent position with 
manufacturer or agency in medium 
size city. References, photo. 

Box 9512, ADVERTISING AGE 
100 B. Ohio Ct., Chicago 11, Il. 


Business Paper Reporter-Writer 
-Editor—Solid background. Seeks 
new connection. F 

Box 9502, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


COPYWRITER 
Well-rounded agency experience. 
Sales and merchandise planning. 
Consumer and industrial—news- 
paper, trade, and national. Seeks 
location Chicago agency 5 million 
billing or over. 

Box 9515, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Creative Writer—Adv. Manager 
Versatile young woman, experienced 
ublicity, copy, direct mail, rough 
ayout brochures, mailing pieces. 
Some Production. Desires position 
in Chgo. requiring responsibility 
and creative talent. $350.00 mo. 
minimum, 

_ Box $516, ADVERTISING AGE 
100 W. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


SOUVENIR PROGRAM 
For State Fair Leads and Coopera- 
tion. Start Immediately. 
Box 9518, ADVERTISING AGE 
100 E. O ‘St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


INTELLIGENT CONFIDENTIAL 
REPRESENTATION 

in Hollywood and/or Sou. Calif. is 
available to you on a strictly con- 
fidential basis. 20 yrs. exp. in the 
Adv. business—all phases. Refs. 
furn. Correspondence solicited. 

Box 9513, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I11. 


MISCELLANEOUS 


ANIMALS, RURAL SUBJECTS 
Top-notch illustrations and paint- 
ings. Any medium. 
Art Farm 
Phone Bartlett 2821 (Subr. Chgo) 
Chgo Rep: Randolph 8808 


Retailers Boost 
‘48 Ad Budgets, 
NRDGA Reports 


New York — Department and 
specialty stores indicated they 
would increase advertising and 
promotional activities during 1948, 
in a nationwide study of the stores 
by the National Retail Dry Goods 
Association. 

Howard P. Abrahams, manager 
of the NRDGA sales promotion 
division, said “an overwhelming 
percentage of the stores surveyed 
plan to increase their expenditures 
over last year; a substantial num- 
ber will hold to last year’s in- 
creased amounts, while a few will 
decrease their sales promotion. A 
10% increase is the amount gen- 
erally referred to by stores al- 
though many retailers indicate as 
much as 15% and 20% extra dol- 


factor in this long established agency. 


Well organized copy, art, production 
staffs. Now serving $1,000,000 in lead- 
ing national accounts. Opportunity for 


ADVERTISING ASSOCIATE WANTED 
Advertising Agent needs 


comp: 
standing with media, recognition; wide ac- 
ence. Clients: Industrial 
ood). Writes copy; makes 
ific ideas . . . some 
by national prospects. 


English Amcrican—good . Call 
Occupational, 220 8. State. 1080, 


a nt executive interested in salary 
and commission on own business. 
Your letter will be held in strict con- 
fidence. Address 


Box 7025, ADVERTISING AGE 


FIELD RESEARCH MAN 


Assistant to Merchandising Research 
. Manager, large grocery chain. Should be 
experienced in research methods, develop- 
ing and supervising field work, analyzin 
results. Free to travel. Knowledge of co 
accounting helpful but not essential. Ex- 
cellent future for right man. Give age, 
education, experience, and ‘salary re- 
quired. 


Box 7013, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


lar expenditures.” 

Newspapers will gain most in 
the increased appropriations, Mr. 
Abrahams reported. “Radio pre- 
sents a varied picture. General 
increases are shown by stores 
which have been strong users of 
this medium while many of the re- 
cent users of radio are decreasing 
this activity. Increases in radio 
range to as much as 50% although 
the greatest emphasis is on 5%.” 
Mr. Abrahams said that direct 
mail will be increased and brand 
names advertising will come in 
for greater publicity than it did in 
1947. 


Hadley Joins Neil; ~ 
Brings Six Accounts 


Jean Hadley has joined Pen- 
man Neil Advertising Agency, 
Seattle. She has brought with her 
the following accounts: Red Devil 
soot remover and Red Devil weed 
killer, made by Marine Electrol- 
ysis Eliminator Company; Snowy 
bleach, made by Ziebarth Corpora- 
tion; Tyrrell’s dog food; O. R. Roe’s 


|Gladiolus Farm, and Maid-Well 


Garment Company. 


Sarnoff Named V.P. 


Edward Sarnoff, formerly with 
American Broadcasting Company, 
has been named vice-president of 
Radio & Appliance Distributors, 
Inc., East Hartford. J. Sydney 
Greenbaum has been appointed 
advertising and sales promotion 


Serving Both Employer & Employee 


Central 9800 


:|the order. 
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Direct Selling 
to Retailers 


Gets Set-Back 


SeaTTLeE—The trend toward sale 
of grocery items direct to retai]- 
ers took a sharp set-back in the 
Pacific Northwest last month as 
three major soap and shortening 
manufacturers dropped all direct 
selling and channeled their prod. 
ucts to retail outlets by way of 
established jobbers. 

Lever Brothers announced dur- 
ing the month that it would in- 
stitute direct selling to selected 
retailers. Two days later, Asso. 
ciated Grocers Co-Op, the largest 
independent wholesale grocer in 
Washington, served notice that it 
would discontinue the entire 
Lever Brothers line. 

In a bulletin to its 450-500 mem- 
ber stores in Washington and 
Alaska, Willard E. Rhodes, Asso- 
ciated president, set forth the 
wholesaler’s position as follows: 


‘All or Nothing’ 


1. If a manufacturer wants to 
take over the job of distribution, 
he should serve all retailers and 
let the jobber bow out. 

2. The manufacturer’s prices on 
direct sales must permit retail 
purchases in quantities and prices 
that aré compe ‘tive. 

Lever Brothers, Mr. Rhodes de- 
clared, “asked us for our full co- 
operation in serving those accounts 
which they did not choose to sell 
on a direct basis. Our answer to 
this was that it was a physical* 
impossibility for us to do the right 
kind of distribution job at the 
right kind of mark-up unless we 
had sufficient volume on any par- 
ticular line to move merchandise 
in volume from this warehouse.” 


Adopted Sliding Price Scale 


For its direct sales, Lever 
Brothers adopted a sliding scale 
of prices dependent on the size of 
The practical effect, 
Mr. Rhodes said, was that “in 
order to purchase this merchan- 
dise so that you will be on a com- 
petitive basis . . . you would have 
to purchase in the 75-case bracket. 
To purchase in any of the lesser 
brackets would simply mean that 
you were not owning the mer- 
chandise on the cheapest possible 
basis.” 

Although they do not say so, 
he asserted, the reason for~the 
change in policy of Lever Brothers 
is quite evident. “Cooperative or- 
‘ganizations have handled all man- 
ufacturers’ merchandise on a 
basis where the retail member of 
that organization could purchase 
one case or a carload on the same 
basis. This naturally means that 
the members of an organization 
of this kind are able to purchase 
their actual requirements and get 
fast turnover, which is absolutely 
essential in the food business to- 
day.” 
When the issue arose, a group 
of Lever officials flew to Seattle. 
Out of trade conferences came an 
agreement by major soap manu- 
facturers to distribute only through 
wholesalers:.. Companies agreeing 
on this policy include Lever 
Brothers, Procter & Gamble and 
Colgate-Palmolive-Peet. The lat- 
ter two had sold both direct and | 
through wholesalers, but Procter 
& Gamble at the start of the year 
announced it would drop its direct 
selling in Washington. 


To General Ice Cream 


Ramon-Hall, recently released 
from the armed forces, has joined 
the advertising department | of 


Schenectady, N. Y. 


To Anderson-McConnell 
Kirke Beard, formerly with 


Agency Associates, Inc., Los An- 
geles, has been named an account 
executive of Anderson-McConnell 


100 E. Ohio St., Chicago 11, Illinois 


manager. 


General Ice Cream Corporation, — 


Advertising Agency, Los Angeles. ~ 
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MAKE DELICIOUS 


COOKIES 


New 
J COOKIE BAKE 
‘| Makes All Your Favorites 


OCCIDENT 
Mixes 


YUMMY—Latest of the five Occident 
prepared mixes marketed by Russell- 
Miller Milling Co., Minneapolis, is the 
Cookie Bake, to be pushed in selected 
markets with newspaper copy shown 
above. Campbell-Mithun i is the agency. 


Russell-Miller 
Opens Campaign 
on Baking Mixes | 


MINNEAPOLIS—After three years 
of laboratory and product testing, 
Russell-Miller Milling Company 
has opened an impressive news- 
paper and point-of-sale campaign 
for its five new prepared “Occi- 
dent” mixes. 

All five mixes will be featured 
in 1,000, 462 and 140-line news- 
paper copy in selected markets 
across the country, backed by 
point-of-purchase material in re- 
tail stores in the same markets. 

Latest of the five mixes to be 
featured in ads is the Occident 
Cookie Bake—‘“makes all your 
favorite cookies.” Copy theme 
plugs “cookies in 20 minutes!” and 
stresses time saving features 
throughout. The illustration shows 
the recommended three-step 
method of preparing Occident 
home quality .mixes. 

Other products now getting a 
heavy advertising play are the 
Devil Food cake mix; a basic Cake 
Bake from which white, gold or 
spice cake can be made; Roll Bake, 
a prepared yeast roll mix, and 
Pie Cake, pie crust and pastry 
mix. 

Package design on all products 
is quite similar, with a brown 
base and yellow lettering. All 
packages now carry inserts of 
tested, simplified recipes prepared 
by Occident’s trademarked Vir- 
ginia Roberts, director of the 
firm’s Home Baking Institute. 

Campbell-Mithun is the Russell- 
Miller agency. 


P&T Promotes Herrfeldt 


Harry P. Herrfeldt, western di- 
vision manager for the wine and 
liquor division of Park & Tilford, 
New York, for the past seven 
years, has ‘been appointed assist- 
ant general sales manager of the 
company, effective June 1. He 
will make his headquarters in 
New York. 


Plans New Cigar Drive 
General Cigar Company, New 
York, begins a new series of 1,000- 


e newspaper advertisements in |- 


50 markets this month for White 
Owl cigars. The White Owl agency 
is J. Walter ee Company, 
New York. 


Increases Ad Rates 


Effective Jan. 1, 1949, the Coun- 
try Guide, Winnipeg, "Man., will 
increase its advertising rate to 
$1.65 per agate line. Four-color 
Tates will be increased propor- 
tionately but the rate for two- 
color advertising will remain the 


Same, 


Norman Best Transterred 


Norman Best has been trans- 
ferred from the Seattle office of 
Erwin, Wasey & Co. to the newly 
opened Los Angeles office as 
media director. The agency has 


been named to handle the adver-| 


tising of California Bank and 
California Trust Company, both 
in Los. Angeles, effective April 1. 


Short Joins Dyke 


Ed H. Short, formerly in charge 
of the Gulf Coast engineering of- 
fice of the Oil & Gas Journal, 
Houston, has joined Frank Dyke 
Company, Houston advertising 
agency. 


Plugs Cosmetic Bags 
Fashioncraft Cloth Products, 
Inc., through Fashion Advertising 
Company, New York, will launch 
a campaign in magazines, trade 
publications and direct mail to 


Fourth Quarter 
British Space 
Costs Up 1.66% 


Lonpon — British ad expendi- 
tures for the fourth quarter of 
1947 were up 1.66% over the last 
quarter of 1946, according to fig- 
ures published in the Statistical 
Review here. 

Space costs for the last quarter 
of °47 were £5,359,564; for 1946 
they came to £5,271,800, and for 
the same quarter of 1945 they 
were £3,664,679. ° 

London evening and Sunday 
papers, provincial dailies and 
weeklies, magazines and trade 
publications all had larger space 
sales. London morning news- 
papers, however, suffered .a drop 
in revenue of 2.8%. 

Government advertising for the 


quarter totaled 41,248,737, a shade 
less than that for the comparable 
quarter of Medical prepara- 
tion advertising, including sun- 
dries, reached the figure of £609,- 
724. 

Under the industry subsections 
listed in the report, footwear 
manufacturers led in advertising 
expenditures with £126,452, fol- 
lowed closely by cigaret, women’s 
and children’s clothing, and radio 
set manufacturers. 


Form Toronto Agency 

Earl Aikin and W. A. Mc- 
Cracken, formerly with R. C. 
Smith & Son Ltd., Toronto adver- 
tising agency, have formed an ad- 
vertising agency in Toronto, to be 
known as Aikin & McCracken Ltd. 


Rhoads to von Morpurgo 
John R. Rhoads has been ap- 

pointed art director of Henry von 

Morpurgo & Co., San Francisco. | 


PHOTO ENGRAVING CO. 


promote utility and cosmetic bags. 


Hotel...for HENS! 


Big barns, needed when horses were prime farm power source, today 
have often been outgrown . . . gave Omar Smith, Hagerstown, Ind., the 


idea of more profitable utilization as hen hotels . . . 


In Smith’s barns, ramps were elevated to enter the-second story, 
are used to deliver feed. Automatic water fountains completely eliminate 
carrying water. Fresh air comes from vent flues. As the hens lay, the eggs 
roll into gathering trays, reducing breakage, keep shells clean, aid collection. ake 
Highly successful, Smith’s hen hotels enabled him initially to expand 
his flock from 75 Leghorns to 2,000 high producing hens . . . later 
increased to 10,000 pullets as more barns were added . . . concentrate 
all work in a small area, save steps and labor, reduce time, make possible 
management of more hens per person, cut overhead, boost income. 
Advertisers interested in the profitable farm market can profitably read 
“A Low Cost Hen Hotel,” Successrut FARMING, April, page 62. 


Synthetics save . . . 
study, cost $214.11 per year for food, labor, interest, bedding, overhead, 


etc. ... bred 14.8 cows, 4.5 heifers, at a cost of $11.09 each . 
than the price of artificial insemination in most states . 


No men in white . 
buried $4,000 in swamp... 


dollars . 


ta and details, any office. . . FarminG, Des Moines, 
BY ork, Chicago, Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 


. Robt. Gors, Bremer Co., Ia., 
and no men in white put him in 
cual cell. His drainage investment paid off in double 

. “Don’t Buy Tile, Buy Drainage! 


The average bull, on 95 farms in Mich. State © 


“Dairy” » page 184. 


- more 


Most missed sateen ... Lightly covered by magazines and networks, 
the best U. S. farm audience in the 15 Heart States is penetrated deeply 
only by SuccessruL FARMING . . . with 1,200,000 circulation among 
the top farmers with richest soil, best brains, average gross income (’46 
without gov’t payments) of $7,860—$3,252 above nat’l farm average. 

» With savings of the seven best years, production and income at peak 
. SF readers | are the best class market in the U. S. today. To make 
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Chavez Joins Dorland 


: Associates, has joined Dorland, 

- Martin C. Chavez, formerly|Inc., New York, as media director 

as ” media director of Robert Otto &| of the overseas division. 
(Advertisement) 


Best Industrial 


Photo Techniques 
Told in New Book 


New York—Believing that the 
quality of industrial photographs 
has not kept pace with the quan- 
tity, Moni Hans Zielke, formerly 
chief photographer for Allis-Chal- 
mers Mfg. Company, and Franklin 
G. Beezley, formerly of the Allis- 
Chalmers advertising department, 
have written a book on avoiding 
photographic pitfalls. 

‘The new volume, “How to Take 
Industrial Photographs,’ empha- 
sizes the idea that editors of news- 
papers, magazines, business papers 
and house organs are interested 
in photographs, but only if they 
have a real appeal. 

And that appeal, they believe, 
can best be illustrated with ac- 
tual photographs, described in the 
book under sections on pictorial 
treatment, human interest, news 
photographs and “how-to” photos. 
“How to Take Industrial Photo- 
graphs” is published at $5 by the 
McGraw-Hill Book Company. 


Becomes Quarterly 


Sun-Up, San Antonio, has 
changed from a monthly home and 
garden magazine to a quarterly, 
scheduled to appear in May, Au- 
gust, November and February. 


|Delsam to Nemarow 


Delsam Company, Vineland, 
N. J., manufacturer of household 
products, has placed its advertis- 
ing with Sydney R. Nemarow, 


Advertising, Vineland. 


YEARS 


That's the feat achieved 
by The American Girl Mag-. 


azine. Our circulation has 
doubled since April, 1945. 


| Paid subscriptions now top 
. Our rate of increase 


outstrips that of all 
other genéral maga- 


Tht 


half-million mark. 


zines forteen-age girls. 


Just one of ‘many sound 
reasons why more and 


more advertisers who want 
to make the most-of the 


rich 


THE 


MAGAZINE 


teen-market are turn- 


ing to... 


155 East 44th Street, New. York 17, New Yor' 
Published by the Girl Scouts of the U.S. A.—for all girls © 
Guaranteed Average Net Paid ABC circulation—450,000 


Now delivering: over 500,000 
Multiple Readership over 1,700,000* 


Ami. 


You gat the dirt---tout sot the —whee you your 
ond sick with Bor Asi. No scratches awd brid 
ras work you gat a rich, 
you Bon Ari ir diigrent—it clears 
shiny” look. So even your stay ond nics. 
Gast Seating today this easy woy. 


for any particular usefulness of the product. 
cheaper cleansers have, meanwhile, also become scratchless 
—and offer, in addition, such advantages (?) as “activated 
Seismotite,” “foaming action,” and other “exclusive” fea- 
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One is constantly being confronted, in the strangest 
places, with reproductions of trademarks that once were 
well-known but now can be identified much more readily 
by the recall than by the recognition method. The Moxie 
man—pointing a finger, like James Montgomery Flagg’s 
famous recruiting poster in World-War I—is, to coin a para- 
dox, perhaps the best known of these now forgotten 


What you are never allowed to forget, however, ‘at the 
time you are shown these touchstones of a bygone day, is 
that they ceased to mean anything because they ceased be- 
ing advertised. But this seems only part of the explana- 


No more sceoiches! No more 
scrubbing! No mors reddened honds! Not since 
! started using Bor Ami—the fost. sole Cleonser, 


tion. In this Corner’s opinion, they ceased to mean any- 
thing because they ceased to identify a particular useful- 
ness of the product they represented. 
Certainly the Bon Ami chick has been advertised as long 
and consistently as any well-known American trademark. 
And it is just possible that, in an identification test among 
housewives, a fair percentage would associate it with Bon 
But the hard-bitten person who conducts this weekly 
/ diatribe wonders if most of these wouldn’t be found in the 
older age brackets and if those in the younger age brackets 
wouldn’t confuse it generally with Hartz Mountain Canaries 
or Ralston Purina Chick Feed. 

_ In short, while both the trademark and the product have 
been advertised for years, they do not any longer stand 

tures. 
L. 


Other, 


All of which leads this Corner to ask, “Which comes first 
—the chicken and the egg or the usefulness of the product?” 
This baby, who has seen lots of trademarks come and go, 
will put his money on the latter. 


“Tm the new janitor =< just Haught 
drop by and see if everything's all 


*From a recent survey by Barnard & Company 


AGENCIES and PRINTERS MAKE MONEY 
on local advertisers with Syndicated 


MAT SERVICES! 


By using our mat services you can cut 
production costs to the bone for local 
advertisers and you can satisfy them 
with far less worry. We have clever 
cartoon series (52 weeks each) for 
sporting goods stores, auto dealers, 
garages, tire recappers, taxicabs, clean- 
ers, florists, insurance agents, appliance 
stores, liquor stores, beauty shops, res- 
taurants, and several general cartoon 
series which can be readily adapted to 
several different types of business. Work 
done by seven different top flight car- 
toonists. 

For complete money making information 
and the exclusive for your city on these 
services write quickly to 


LIL-AD FEATURES 
10612 E. Hazard, RFD 3 - 
Santa Ana, Calif. 
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Farm Publications 
Poll Mothers on 
Baby Food Use 


MINNEAPOLIS — Nearly nine out 
of 10 women interviewed in a sur- 
yey on use of baby foods, con- 
ducted by Wallaces’ Farmer & 
jowa Homestead and the Wis- 
consin Agriculturist & Farmer, 
said they use canned baby foods. 

A majority named Gerber’s as 
their favorite brand, with Heinz 
second and Clapp’s third. All 
questioned had children of from 
one month to three years old. 

A third of the 156 Iowa women 
questioned said advertising influ- 
enced them to use canned baby 
foods, and 29% of the 143 Wis- 
consin women questioned gave 
that as the reason for buying. 
However, two of five of the Iowa 
women and 31.7% of Wisconsin 
women said their physicians’ 
recommendations led to their buy- 


WITH A G. 1.* WALLOP 


*GROUP INFLUENCE 


Some people are leaders in every- 
thing they do. When they buy, 
they influence other people to buy 
the same thing...or the same_brand 
or make. Mr. Average Consumer 
respects the judgment of his suc- 
cessful fellow-citizens and “follows 
the leader” in making hfs purchases. 
V.F.W. members are community 
leaders and their buying habits ex- 
ercise Group Influence! Sell the 
V.F.W. members and you boost the 
popularity of your product! Adver- 
‘ise in Foreign Service and tell your 
story to the young men and women 
who lead the consumer parade. 


WRITE FOR 1947 DANIEL STARCH SURVEY 


Published by 
ETERANS OF FOREIGN WARS 
THE U.S. 


ing the product. 

In both states, Gerber, Heinz 
and Clapp baby foods ranked one- 
two-three. Swift’s brand ranked 
fourth in Iowa, Beech-Nut fourth 
in Wisconsin. 

The survey was conducted last 
December, and the report was 
made by Olmsted & Foley Adver- 
tising Agency, Minneapolis, agency 
for both farm semi-monthlies. 


Barbasol Backs 
Billy Rose Show 


Barbasol Company, through Er- 
win, Wasey & Co., New York, will 
take over the semi-weekly spon- 
sorship of the Billy Rose broad- 
cast this month from Musterole 


Company, another Erwin, Wasey | - 


client. Barbasol will carry the 


MBS broadcast Tuesdays and 
Thursdays at 8:55-9 p.m., EST 
R. B. Semler Company, which 
has... dropped. the Martin Block 
afternoon show, will continue to 
sponsor the Rose broadcast three 
nights weekly, also through Erwin, 
Wasey. 


Nu-Lookin Magazines 

Century Oxford Mfg. Company, 
Brooklyn, is launching a campaign 
for Nu-Look, a fashion eyeglass 
frame for women, in Charm, Life, 
Mademoiselle, New York Times 
Magazine, Seventeen and Vogue. 
The agency is Stuart Bart, Inc., 
New York. 


Browne Adds Account 
Potter & Brumfield Company, 


Chicago and Princeton, Ind., man- 


57 


ufacturer of electrical relays forjhandle its account. Technical, 
the electronics, power and indus-| trade and industrial media will be 
trial fields, has appointed Burton| used with direct mail and point- 
Browne Advertising, -Chieage, to} of-sale displays. 
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Taste Counts, Too, 
Adman Tells Fisher 

To the Editor: It is almost 
never that I am moved to take my 
typewriter in hand for a letter to 
the editor, to be signed “Indignant 
Subscriber.” But every so often 
I feel that I just have to get my 
few cents’ worth in on a discus- 
sion. 

Current impetus: A letter in 
your “Voice of the Advertiser” 
column of Feb. 23, 1948, from 
David E. Fisher, advertising con- 
sultant, in defense af the “Who 
the Hell is JL?” series. 

First off, my opinion on the JL 
series is that it is not offensive. 
A little unnecessarily violent, to 
be sure, and with more than a 
touch of ungraceful arrogance, 


This department is a reader’s forum. Letters are welcome. 


but nothing to be disturbed about. 
I’m a little bit inclined to doubt 
a terrific volume of results, too. 
To paraphrase: “What the Hell 
does JL Sell?” 

My point of issue, however, is 
not with JL, but with Mr. Fisher. 
Because I do not feel that result 
or profit is the only test to de- 
termine the quality of advertising, 
or of anything else, for that mat- 
ter. If profit is the only aim, suc- 
cessful fraud and forgery qualify, 
too! We tend a bit to substitute 
the impatient approach for a good 
job of advertising. 

Advertising could use more 
good taste to advantage, not less. 
It requires a little more work on 
the part of the creative staff, to 
be sure, but the result test, too, 


does as well on wholesome stuff 


(witness the Fibber McGee and 
Molly show, the Lux Theater and 
many others) as it does on the 
rest. And the fact that the word 
Hell is used frequently on the air 
is not a particular point in our 
favor. 
If I sound like some 70-year old 
moralist, it’s just heightened feel- 
ing. I’m 34, and a reasonably well 

considered advertising man. 
ALLYN M. SuFFENs, 


Director of Copy, Angelus 

Press, Los Angeles. 
Ve? 

Goodman’ s Not Worried 


To the Editor: We should like 
to call to your attention an article 
by Stanley E. Cohen, your Wash- 
ington editor, in the March 1 is- 
sue of your publication. 


This article was in reference to 


THE LARGEST SUNDAY 
CIRCULATION 


THE SOUTH 


In February, 1948 (5. Sundays), 
The Atlanta Journal’s Average 


Net Paid Sunday Circulation Was... 


No Other Southern Newspaper 
Delivers so Much to Its 
Advertisers and Readers Alike 


The Atlanta 


Covers Dixie Like the Dew 


FCC rulings on the legality of 
proposed radio shows, and we ob- 
ject to Mr. Cohen’s statement 
that “. .. Mr. Goodman was 
worried about legality under lot- 
tery rules of a proposed ‘radio 
telephone game.’” This is not a 
proper statement of the facts and 
I should like to have you make 
suitable correction. 

If I were worried about the le- 
gality of our Radio Telephone 
Game, I certainly would not have 
stuck my- neck out and tried to 
force a ruling from the FCC. The 
legality of the program is also 
evidenced by the fact that it is 
now running on such stations as 
WOR, New York: City; WGN, 
Chicago; WIP, Philadelphia; 
WCAE, Pittsburgh, and innumer- 
able other stations throughout the 
country. 
’ The Radio Telephone Game has 
been on the air for eleven years 
and never once have we had a 
complaint. We tried to force a 
declaratory ruling from the. FCC 
only because we are absolutely 
positive that the game is not a lot- 
tery, and that it is perfectly legal. 

The statements in your article, 
therefore, are erroneous and might 
lead to misunderstandings on the 
part of station managers who read 
it. I can assure’ you that Mr. 
Goodman is not worried. 

Harry S. GoopMan, 
Harry S. Goodman Radio Pro- 
ductions, New York. 


Backs Creative Man 
on Cosmetic Copy Dig 


to The Creative Man’s comment 
in the story of John and Irene 
(Feb. 23)... 

During the war I taught a class 
of women radio code at the 
A.W.V.S. One night the research 
director of a big agency came in 
to test a transcribed radio com- 
mercial on the girls. 

When they had listened I asked 
their opiniém. They told me the 
author of the blurb evidently 
wasn’t writing for intelligent 
women—the stuff was too “gooey” 
to sell them the brand of soap be- 
ing advertised. 

When I told this to the research 
man, he appeared d:sappointed— 
thought he had something real 
good. 

Keep up your good work. 

J. B. 
' Advertising Manager, John F. 

Trommer, Inc., Brooklyn. 


Turns Up Old 
Brand-Name Saga 
To the Editor: In going over 


some .old files I came across the 


To the Editor: With reference |; 


tised name brand products which 
we used to use in closing up our 
sales talks to our dealer meetings 
when I was a branch manager 
with the Firestone Tire & Rubber 
Company. 

Of course the object ‘was to im- 
press on the minds of these deal- 
ers that it was much easier to 
sell advertised name brand mer- 
chandise and at that time the 
mames used were all very well 
known and easily recognized, and 
it is interesting to note that al- 
though this was about 25 years 
ago many of these names still are 
very well known. 

It occurred to me that yoy 
might like to know about it. 


morning does he realize: 

That he slept on a FAULTLEss mat- 
tress and SAGLEss springs; 

That he stepped out of bed on to 
a CREX rug; 

Put on HoLeproor hosiery, andl 
Boston garters; 

Slipped on B.V.D.’s. 
Goes into the bath room: : 

Shaves himself with a Guerre 
Sarety razor and MENNEN’s 
shaving cream; . d 

Brushes his teeth with Pkrsec 
tooth paste and a PROPHYLACTIC. 
tooth brush; 

Combs his hair with a Kaved 

BREAK comb; 

Puts on an Emery shirt,- Annow 

collar and CHENEY cravat; 

Puts cn a Socrety BRAND suit andi 

WALK-OVER shoes; 

Goes down steps covered with] 

CONGOLEUM; 

Goes into a breakfast room set, 

with: 

Louis XIV furniture covered with} 

Ir1sH linen, HAvILAND china 

Rocers silverware; 

Eats SuUNKIST oranges, KELLOcG’s 

TOASTED CORN FLAKES, SwIrFt’s 

selected eggs and PREMIUM 

bacon; 

Goes. into the hall and puts on a 

Knox hat; 

Walks out over steps put down 

with PorTLAND CEMENT; 

Into a STUDEBAKER car equipped 

with CHAMPION. spark plugs; 

Rolls down a street paved with 

TARVIA on 

FIRESTONE Corps. 

 Gtenn B. ATCHESON, 
General Manager, Minnesota 
Automobile Dealers Associa- 
tion, Minneapolis. 

7 

‘War’ Copy Hangs On 

To the Editor: I am.sure it 
would be of interest to your read- 
ers to note the Alco Tool Company 
ad in the February issue of Mod- 
ern Machine Shop. [“Because the 
screw machine industry is of such 
tremendous importance in 


enclosed little story on adver- 


mcdern war age in the production 


Represented nation Pty 


.-- about the percent- 
age of yearly renew- 


als—nearly perfect! 


PHILADELPHIA'S PIONEER VOICE 


Basic © 
Mutual 


by EDWARD PETRY & CO. 
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When a man gets up in the’ 
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of the material to help bring peace 
as quickly as possible. . .”] 
After reading the first sentence 
may wonder, as we did, when 
Alco intends to withdraw its 
forces. Or is it holding out for a 
separate peace? Alco’s opinion of 
this being a “modern war age” 
may become timely if it will just 
continue the ad long enough. 
Joun D. CONKLIN, 


Account Executive, Associated 
Advertising Agency, Inc., Cin- 
cinnati. 


Wants More Advertising 
Success Stories 

To the Editor: Congratulations 
on your splendid Sunkist article. 

I’d like to see you run a series 
of such articles—a series which 
would trace the growth of now- 
famous organizations and stress 
the great part advertising has 
played in their success. 

Why not run such articles as 
“one-pagers”? Then we could clip 
and preserve them ready to fire 
at the dope who still asks “Why 
should I advertise?” 


B. M. Jones, 


B. M. Jones Advertising 
Agency, Kalamazoo, Mich. 


Marketers to Get 
Census Budget Story 


To THE Eprror: May WE HAVE 
PERMISSION TO PHOTOSTAT AND DIS- 
TRIBUTE TO FIRMS IN THIS AREA 
YOUR EDITORIAL OF Marcu 15 on 
“CENSUS BUREAU APPROPRIATION.” 
ALSO SUMMARY OF COHEN ARTICLE. 

WILL DISTRIBUTE THROUGH TWIN 
CITIES CHAPTER OF AMERICAN Mar- 
KETING ASSOCIATION BUT WILL 
REACH FAR BEYOND MEMBERS. Do 
YOU BY ANY CHANCE PLAN TO MAKE 
REPRINTS AVAILABLE? 

WILL APPRECIATE IMMEDIATE 
REPLY. 
Dr. A. C. WELCH, 
Knox REEVES ADVERTISING, 
Inc., MINNEAPOLIS. 


Wants ‘Fiend’ Defined 


To the Editor: Before we have 
a plethora of “fiends” let’s have 
an acceptable definition of the 
damned things. 

These coffee “fiends” often 
each drink four or five cups a day. 
And here I had started to read the 
advertisement [for Borden’s in- 
stant coffee] in the hopes that 
someone would say something 
about one brand of coffee that had 
not already been said before and 
said better about all the other 
brands. 

“Fiends,” forsooth! Four or 
five cups a day. Hell, on the 
“fiend” theme; I often drink that 
many for breakfast. I’ll be damned 
if this advertisement constitutes 
an endorsement of anything, un- 
less it be a dictionary. 

Jos. D. HEADE, 


Wellston Journal, Wellston, 
Mo. 


British Club Wants 
News of U. S. Groups 

To the Editor: “To reach adver- 
tising men write your story in the 
paper they read”—didn’t some- 
body say that once? Maybe not, 
though. Anyway, I want to say a 
word to these gents, and as I am 
so far away across the Atlantic 
this is certainly the best way to 
do it. 

Right now I am speaking in my 
Capacity as associate editor of 
“Regent Activities,” the journal of 
this club. It is our intention to 
run a series of articles on the 
methods and systems of the run- 
ning of ad clubs in your country. 
I have written personally to each 
club I know, but of course, I can- 
not reach them all by mail. 

So if any of your readers with 
club connections could let me have 
any information, publicity, news, 


photos, etc. about their clubs it 
would be useful and I should be 
grateful. 

One other feature we intend to 
publish is a column reviewing the 
latest printed matter and activi- 
ties of the industry in America. 
When used in the review, these 
would be left in the club library 
for perusal by the members, and 
therefore would be assured a high 
readership of interested people. 
If anybody would like to send any 
printed material it would be most 
welcome. 

Thank you, sir, for this space to 
reach your readers. To know that 
admen in all parts of the world 
can talk to each other so easily is 
really heartening. 

ALAN BETTs, 

Regent Advertising Club, 19 

Buckingham St., London WC2, 

England. 


Pleads for Dignity 

To the Editor: Intelligent men 
representing the profession of ad- 
vertising—a service within our 
economy “as essential as elec- 


tricity”—have shown, as a group, 
a mighty lack of what are good 
public relations. In the press, 
trade and general, they have glori- 
fied the term “hucksters” and its 
connotations, the which they 
would individually impugn. They 
have permitted themselves ‘to be 
pictured drinking whisky on al- 
most every occasion, as well as 
caressing models or admiring 
cheesecake graphics or acting as 
clowns—not just at an annual bur- 
lesque but day in and day out, 
wherever they met and posed. 
Have you seen doctors, lawyers, 
architects, dentists, engineers, 
scientists generally pictured in 
such situations? Could you con- 
ceive of Earnest Elmo Calkins be- 
ing portrayed in such an atmos- 
phere? Are advertising men just 
quack showmen or are they pro- 
fessionals in the use of words and 
pictures, scientists in research ‘and 
engineers of distribution? 
Hucksters or not? Make up 
your minds, advertising men, act 
accordingly and then give the pub- 
lic the right reaction. Incidentally, 


AA for March 15, 1948, is the first 
issue in a long time that has not 
transgressed the bad taste sug- 
gested in the foregoing. Congrats! 
Ex-ADMAN, 
New York. 


Makes Our Hair Creep 

To the Editor: Sweet are the 
uses of advertising. I see that 
somebody called Theodore is com- 
ing to town with a “One-Man 
Show of Sinister and Diabolical 
Humor” and Hedy Lamarr says: 
“He made my blood curl.” Doesn’t 
your old flesh run cold? 

C. BENNETT, 

Special Consultant to Agen- 

cies and Publishers, New 

York. 


Here at this agency we like to blow 
horns. The hornblowing we do for 
our clients uses up all our breath and 
brains We figure that the people we 
work for will blow ouwr horn, if we 
always work well for them. They must 
be blowing; we're growing. 


FRED GARDNER CO., INC. 
Proven Advertising 
202 E. 44th St., N. Y¥. © MU 7-4626 


for quality 
photo engravings” 


LAURENCE, 


CLARK STREET CH 


This year 4s 


The Modes 


with a 


ritory- i 
of Arizona Ter California Coser “Sacramento Bee, 
of the and The 


Gold, 
joho Fremont. 


National Representatives . . . O'Mara & Ormsbee, Inc. 
. New York * Los Angeles * Detroit * Chicago * San Francisco 


bef latchy 


OME PEOPLE like to be fooled. But if you're not one 
Scr them, you know the facts about California. You 
know that the gold rush country of '49 is now Califor- 
nia’s great inland market. That in the Billion Dollar 
Valley of the Bees, to use its modern name, total an- 
nual buying power runs close to 2 Billion . . . and retail 
sales are 250 Million ahead of San Francisco.* 
Equally important is this fact: to sell in California's 
= inland market, you've got to advertise in the mar- 
et. Valley people have as little interest in outside news- 
papers as New Yorkers have in Philadelphia papers. 
The way to reach them is through The Sacramento Bee, 
The Modesto Bee and The Fresno Bee. No other com- 
bination of papers—local or West Coast—comes close 
to matching the coverage of these three McClatchy papers. 


*Sales Management's 1947 Copyrighted Survey 
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nia after leading the Bear Flag Revolt of 1845, ee 
Fremont ran afoul of his superior officer, was oe 
returned to Washington in disgrace. Came back ee 
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Cuts Operating Time 

Station KGO, San Francisco, 
now signs off at midnight every 
night because of the present 
power shortage in California. 
The station formerly operated 
from 6 a.m. to 12:30 am. six 
nights a week and from 6 a.m. 
to midnight on Sunday. 


STOCK CUTS 


Complimentary 144-page 
Han of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


Trotter Opens PR Office 


Zoe Pauling Trotter, on the 
public relations staff of Imperial 
Oil Litd., has opened a publicity 
and public relations office at 76 
Wellington St. W., Toronto. Hazel 
Robinson, formerly with Vicker 
& aes is Miss Trotter’s assist- 
an 


Stanco Promotes 


Stanco, Inc., New York, will be- 
gin a campaign in June for Fiit 
surface spray in more than 600 
newspapers and Good Housekeep- 
ing, Ladies’ Home Journal, Life, 
Look and The Saturday Evening 
Post. The agency is McCann- 
Erickson, New York. 


“MIDWEST 
BINDERY 


WAND BINDERY SPECIALISTS 


GENERAL COMMERC! 
AL 
_ HAND BINDING OF DEPEND. 
ABLE QUALITY & SERVICE 


549 W. Washington Chi 
ica 
RANdolph 3696 


| Minnesota Mining 


Ups Production, 
Schedules Drive 


Aims at Selling 
Product Customers 
Have Already Bought 


Sr. Paut—Selling consumers on 
a product they have already 
bought and paid for is one of the 
unique facets of Minnesota Mining 
& Mfg. Company’s current adver- 
tising campaign. 

In the last few years, thousands 
of new car buyers have bought, 
as one of the “extras” required 
for the purchase of a car, the 
company’s Underseal rubberized 
coating, designed to combat the 
abrasion of road gravel and the 


WE PRODUCE two types of mats; the 
‘Standard and the Precision mat, each moulded 
by direct pressure. The Standard mat though 
designed for simple screens, often produces sur- 
prises when called upon to do more. Because of 
economy it is frequently selected for subjects of 
multi-numbered tones and average contrasts. In 
such instances this mat has often provided ex- : 
cellent reproduction. 

Our Precision mat is designed for the most 
difficult screen subjects. A premium mat, highly 
coated to preserve halftone dots, it represents the 
highest guarantee to satisfactory reproduction. 
Please write or phone us for more complete infor- 
mation about out mat service. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS + NICKELTYPERS « MATRICE MAKERS + STEREOTYPERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: HARRISON 3732 


LIKE A CLOUD—Quiet as a cloud is 
what Underseal rubberized coating 
makes a car, according to page and 
half-page copy now running in The Sat- 
urday Evening Post, American Magazine 
and other publications by Minnesota 
Mining & Mfg. Company, St. Paul. 


corrosion of road salts. Since the 
consumer in many cases has had 
little choice and hasn’t had to be 
sold on the product, he conse- 
quently knew little about it. 

To rectify the situation and tell 
Underseal owners about the prod- 
uct they have bought, the ad- 
hesives and coatings division is 
running a flexible schedule of 
extra-color pages in The Saturday 
Evening Post, to be followed by 
half pages in the same publica- 
tion. 


Extra-Color Ads Scheduled 


Six two-thirds page insertions 
also have been scheduled in the 
American Magazine to begin later 
this spring, also in an extra color, 
and will be followed by color 
pages and spreads in automotive 
trade publications. Dealer mate- 
rials carrying out the theme 
“quiet as a cloud” include en- 
velope stuffers, radio commercials 
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and newspaper mats. 

Minnesota Mining & Mfg. Com- 
pany, familiarly called} the 
Three-M company, had a médest 
beginning as a miner of coruridum 
ore at Two Harbors, near uth, 
Minn., in 1902. Within €e 
decades it advanced to the posi- 
tion of one of the world’s largest 
manufacturers of sandpapers and 
abrasives, while still continuing 
its mining operations. 

In recent years, the company 
has extensively diversified! its 
product line. Best known of alj 
Three-M products are its Scotch 
brand tapes which include, besides 
the familiar transparent cellulose 
adhesive, electrical, masking, pho- 
tographic tapes and now a mag- 
netic sound recording tape. 


Claims Higher Fidelity 


The last-named tape has im- 
pressively increased the usefulness 
of sound recorders in radio, since 
it can be mended, edited and 


NOW— 
ALBUMS, TOO 


pun 


/ 


Covers are made of good laoking, dur- 
able Bestex artificial leather. Stocked 
in 9” x 11” and 1114” x 14” sizes. Other 
sizes to order. Choice of Swing-0. 
Ring, Multiple Ring, and several 
other types of binding. -Inexpensive. 
Ask for quotations. 


Will He Buy YOUR BRAND In St. Paul? 


64,529 St. Paul 


families are consumers of 


alcoholic beverages. We will show you how 
many of them prefer your brand as well as 
the brands of others in the ten liquor classi- 


fications. 


HOW? Through our Consumer Analysis 
which authoritatively shows brand prefer- 
ences in the liquor field and 158 other 
classifications. It also breaks down the pur- 
chasers by income groups, an all important 


fact 


If you’re interested in your sales posi- 


tion (and your competitor’s too!) write us 
or call your nearest Ridder-Johns represen- 
tative. The St. Paul Dispatch-Pioneer Press 
gives over 90% exclusive coverage of the 
greater St. Paul market (A.B.C. Population 


331,107) 


RIDDER-JOHNS, INC, 
NEW YORK CHICAGO 
342 Madison Ave Wrigley Bidg 


DETROIT 
Penobscot Bldg Dispatch Bidg 


MINNEAPOLIS 
Wesley Yemple 
Bidg. 
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ST.PAUL DISPATCH- PIONEER PRESS 
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gpliced with a thin strip of Scotch 
gllulose tape. The company 
daims that timing on play-backs 
with the new tape is accurate to 
within a few seconds of the orig- 
jnal performance, with higher fi- 
delity than the original wire re- 
cording method, since the mag- 
netic coating is thinner. 

In addition to the line of Scotch 
prand tapes, Underseal rubberized 
coating, abrasives and its mining 
operations, the Three-M company 

uces paint pigments, roofing 

ules, and nearly 1,000 varie- 
ties of adhesives, coatings and 
sealers. In the latter classification 
are the company’s auto body seal- 
ers, marine deck caulkings and 
aviation metal-to-metal bonds. 


Latest Is Scotchlite 


One of the Minnesota Mining & 
Mfg. Company’s latest and most 
promising products is Scotchlite, 
primarily a reflective sign mate- 
rial and closely related to the 
abrasives and roofing granule 
products. 

Scotchlite is composed of thou- 
sands of minute glass lenses 
anchored in a plastic waterproof 
packing that is flexible and has 
the appearance and feel of water- 
proof sandpaper. A beam of light 
striking the Scotchlite sign at 
night gives the poster or painted 
bulletin its regular daytime ap- 
pearance in a wide range of colors. 

An entire. board can be Scotch- 
lited at one time, or separate 
panels can be made where a 
change of message is desired at 
short intervals. The product can 
be silk screened or painted to 
achieve reverse effects, or letters 
may be cut out of the material 
and applied with its adhesive back 
or a separate adhesive. 

To produce Scotchlite signs, the 
company recently purchased the 
National Advertising Company of 
Westminster, Md., and: has con- 
structed a new plant at Hastings, 
Minn., to manufacture the ma- 
terial. 


Can Be Used as Trim 


In addition to its wide range of 
industrial uses, the Three-M com- 
pany has’ developed Scotchlite ma- 
terials that can be applied as trim 
on clothing or belts, as an aid to 
cutting down* pedestrian fatalities 
at night. 

Junior Chamber of Commerce 
groups throughout the country 
have committees active in apply- 
ing silver and red Scotchlite strips, 
in a barricade effect, to bicycles 
ir. their respective communities. 
The material is said to make ob- 
jects visible as far ahead ds 1,500 
feet on a clear night. 

To carry the Scotchlite sales 
story to outdoor advertisers and 
consumers during 1948, the com- 
pany has scheduled four-color 
pages in The Saturday Evening 
Post, with copy also set to run in 
Boys’ Outfitter, Department Store 
Economist, Signs of the Times and 
Traffic Engineering, all placed 
through Batten, Barton, Durstine 
& Osborn, Minneapolis. 

In addition to its generai offices, 
product engineering laboratories 
and original factories in St. Paul, 
the company has other plants in 
Detroit, Akron, Little Rock and 
Wausau, Wis. Because of ex- 
panded sales in the East, the com- 
pany has proposed purchase of a 
huge, former war plant at Bristol, 
Pa., near Philadelphia. 


Gets Paint Account 


Boston’ Varnish Company, man- 
ufacturer of Kyanize paints, var- 
nish and enamels, has appointed 
Bennett, Walther & Menadier, 


Inc., Boston, to direct its adver- 
tising. 


Ellis Appoints May 

Ellis Advertising Company, New 
York and Buffalo, has named Al 
May as its Canadian representa- 


tive with offices at 96 King St.,|_ 


WZIP Boosts Sullivan 


will work out of Cincinnati. 
Gets Paper Account 


Providence, has been appointed 


printed and embossed papers. 


Claude Sullivan, in charge of| = 
the sales department, has been/|tising manager of Liberty, pub- 
appointed commercial manager of | lished in Toronto, has joined the 
Station WZIP, Covington, Ky. He| advertising staff of Seventeen in 


George T. Metcalf Com s 
Pa ronto, is using Canadian newspa- 
handle the advertising of Narra-| pers, supplemented by direct mail, 
gansett Coated Paper Company, | to introduce its Thrif-tee electric 
Pawtucket, R. I., manufacturer of | washer. Tandy Advertising 


Mayo Joins ‘Seventeen’ 
Russell Mayo, formerly adver- 


Chicago. 


Promotes New Washer 
Walters Appliances Ltd., To- 


Agency, Toronto, is the agency. 


G-E Appoints Taylor 

‘Larison H. Taylor has been 
named assistant to the manager 
of marketing of the appliance and 
merchandising department of Gen- 
eral Electric Company, Bridge- 
port. 


Gorrie Names Brown 

J. Easson Brown, formerly On- 
tario representative of Canadian 
Business, has been named pro- 
duction manager of Gorrie Adver- 
tising Service, Toronto. 


WEWS Names Branham 

Branham Company, New York, 
has been appointed to represent 
the Scripps-Howard television sta- 
tion, WEWS, Cleveland. 


Remember 


wwe. F. RUPERT 


LIST lists EXCLUSIVELY fer the 


When you 


past fifty years. 


90 Fifth Ave., New York 11 
CH 2-3757 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


West, Toronto. 


(= makes many different 
grades of paper, and aims 
to make each one the highest 
quality of its kind. 


To help assure this quality, there 
is Oxford’s careful control of 
every step in papermaking—from 
mammoth stock piles of the right 
kind of pulpwood through each 
process to finished paper. 


More than 300 automatic controls, 
for example, are used to insure 
uniformity in our papermaking 
process. During each day’s run, 
testing laboratories constantly 


check samples. Other samples are — 


actually printed to check proper 
performance. 


ELUSIVE EVIDENCE! ONE OF 317 
CHARTS SHOWING OXFORD'S AUTOMATIC 
PROCESS CONTROLS IS MISSING AT 

END OF DAYS OPERATIONS. 


These controls and tests —together 
with the long experience of 
Oxford’s papermakers, many of 
whom have spent their entire lives 
at Oxford—are the basic reasons 


for the high quality of Oxford 


Paper merchants in key cities, 
coast to coast, handle these quality 
papers. Bring your printing 
problems to them for practical 
assistance in securing better 
results where printing jobs must 
be right. 


Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine Enamel, Maineflex Enamel Offset, 
Maineflex C1S Litho, Mainefold Enamel, White Seal 
-Enamel, Engravatone Coated, Carfax English Finish, 
Super and Antique, Aquaset Offset and Duplex Label. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, N.Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


DISTRIBUTORS 
in 48 Key Cities 
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Weidinger Succéeds 
Kilcran at Colgate 


J. W. Kilcran, formerly a sales 
and merchandising executive in 
the toiletry and soap division of 
Colgate-Palmolive-Peet Company, 
Jersey City, has resigned, effective 
March 30. 

- He has been succeeded by Baker 
Weidinger. 


Illustration spots 
TAILORED to your 
specifications! 
ORIN PEDERSON. 
¥ 25 E. Jackson Bivd., 
Chicago 4, Il 
Phone Wabash 1021. 


Perfection Stove 
Opens Trade Push 


CLEVELAND — “We don’t make 
proving grounds of your custom- 
ers’ homes!” shouts the headline 
of Perfection Stove Company’s in- 
stitutional drive, currently run- 
ning in seven hardware and home 
furnishing trade publications. 

The company recently produced 
a sound motion picture, “Search,” 
telling the story of Perfection 
Stove’s 60 years of stove manu- 
facture and the $1,000,000 it has 
spent in research to improve its 
products. 

To stimulate dealer interest in 


SERVICE 


BINDERY CO., Inc. DIE 


$UPerior 5105 


PORTFOLIOS * MOUNTING 


-GUTTING EASELING 


PAPER and BOARD LINING 


360 EAST GRAND AVE., CHICAGO 11, ILL. 


the picture, both the spreads and 
pages will boost the film and a 40- 
page presentation book telling the 
same story as the movie. 

Both the motion-picture and the 
brochure are designed to take 
dealers, salesmen and organized 
consumer groups into the com- 
pany’s research center, to show 
them the laboratory study which 
the cooking and heating appliances 
undergo before they reach the 
dealers’ salesrooms. 


The advertising is handled by 


McCann-Erickson. 
Ted Bates Appointed 


American Sugar Refining Com- 
pany, New York, has appointed 
Ted Bates, Inc., New York, to 
handle its advertising. The ac- 
count previously was handled for 
approximately 25 years by N. W. 
Ayer & Son, Philadelphia. 


Ad Council Moves 

The. Washington office of the 
Advertising Council has been 
moved from 1010 Vermont Ave., 
N. W., to 1200 18th St., N. W. 


Best for any test 


THE OKLAHOMA CITY 
CONSUMER PANEL OFFERS 


l. 


An actively functioning 


representative 


2. 


Quarterly reporting on 
daily purchases 


Facts on who buys what, 


how much...and 


CONSUMER PANEL 


panel 


where 


The construction of the Oklahoma City Consumer 
Panel, its method of operation and its application to your 
own merchandising problems are described in this folder 
which will be mailed on request. Address your inquiry to: 
O. C. Brown, advertising manager, the Oklahoman and 


Times, or to the Katz Agency office nearest you. 


DAILY OKLAHOMAN 


OKLAHOMA 


THE OKLAHOMA PUBLISHING CO.: THE FARMER-STOCKMAN — WKY, OKLAHOMA CITY — KVOR, COLORADO SPRINGS 
KLZ, DENVER UNDER AFFILIATED MANAGEMENT — REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


CITY TIMES 
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printed media. 


Commodity 
W&M < silk or wool dresses 


W&M shoes 


Commodity 
*W&M silk or wool dresses ... 


W&M fur coats 


*W&M shoes 


*Men’s shirts 


Trend of Retail Prices in F ebruary 


George Neustadt, New York, checks all retail advertising ; 
of about 90 consumer commodities in nine cities to de- 
termine price trends. By special arrangement with Mr. 
Neustadt, ADVERTISING AGE each month will show the trend 
in prices, as well as total advertising support, of the 10 
most significant or interesting commodities of the month. 
Prices shown here are the midpoint prices, meaning that 
half the advertising for each item featured a higher price 
than that shown, and half featured a lower price. The 
tabulation covers all advertising of each commodity in the 
measured cities--by all types of retail outlets and in all 


Average for month during February 


ore 


Advertising Linage Comparison 


*W&M untrimmed cloth coats .. 


*W&M foundation garments ... 


1948 1947 1940 
.... $18.60 $ 18.0v $ 11.36 
... 43.40 44.00 12.32 
... 212.00 225.00 119.60 
7.01 4.19 
... 11.04 9.24 5.52 
5152 47.92 26.10 
... 8.54 7.86 4.07 
... 195.20 158.00 64.20 
81.20 86.80 36.72 
1947 1948 % 
Linage Linage G or L 
. 1,222,320 1,367,774 11 G 
637,194 668,084 5G 
727,446 775,087 1G 
200,661 250,190 25G | 
562,296 694,797 24G 
343,093 671,541 96 G 
122,751 244,465 99 G 
62,169 125,627 102 G 
376,945 513,993 37 G 
291,737 513,597 77G 


*Linage at all-time high for February. 


Higgins Thermo-Con 
Houses Approved by FHA 

The Federal Housing Admin- 
istration has approved Higgins 
Thermo-Con houses for mortgage 
loan purposes, according to L. J. 
Louisiana FHA direc- 
or. 

Construction of the homes will 
begin locally as soon as franchises 
are signed with contractors, ac- 
cording to A. J. Higgins, head of 
Higgins Resources, which produces 
them. Thermo-Con is a new ma- 
terial which can be poured into 
special molds.to create a house, 
with an average size dwelling 
capable of erection in six days. 


Promotes New Cosmetics 
Helena Rubinstein, Inc., New 


York, will introduce two new 
products, Sun Tint and Liquid 


Sunshine, in May with ads in the 
Christian Science Monitor, Glam- 
our, Harper’s Bazaar, The New 
Yorker and Vogue. Advertising 
House, New York, is the agency. 


LANTERN SLIDES 


2” x 2"—31;" x4" 
BLACK & WHITE, KODACHROME 


Made fo order 
for Presentations 
Sales Meetings 
Television, etc. 


HAYNES-PROVOST STUDIOS 


18 E. 41ST ST., NEW YORK 17, N. Y. 


Telephone: LExington 2-5579 
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COOPERATION N EE D E D—Standard 
Oil Co. (Ind.) ran this special ad 
March 24 in 191 midwestern newspapers 
asking consumer cooperation in con- 
serving gasoline and fuel oil and tell- 
ing of the company's program for meet- 
ing the problem. BBDO handles the 
institutional account. 


Typographic Arts 
Society's Awards 
Given in Chicago 


Cuicaco—The Society of Typo- 
graphic Arts has announced the 
11 winners of certificates for out- 
standing examples of design in 
the graphic arts last year. 

At a dinner meeting at the Art 
Institute, where the award win- 
ners and 149 other advertisements, 
books, envelopes, etc., will be ex- 
hibited, until May 2, the following 
were named winners: 

(1) Book: “Calligraphy’s 
Flowering, Decay & Restoration,” 
by Paul Standard; The Society of 
Typographic Arts; designed by 
Raymond F. DaBoll. 

(2) Booklet: “Recalcificatnes y 


Tonicos,” Abbott Laboratories In-| 


ternational Company; designed by 
William Fleming. 

(3) Booklet: “Piping Engineer- 
ing Foreword,” Tube Turns, Inc.; 
designed by Dan Smith. 

(4) Invitation Folder: 
hibition of American Design,” 
R. R. Donnelley & Sons Company; 
designed by Doug Lang. 

(5) Series of mailing pieces: “A 
Year of Birthday Greetings,” Bis- 
marck Hotel; designed by E. Willis 
Jones. 

(6) Stationery: Anne Edwards 
Long; designed by Anne Edwards 
Long. 

(7) Envelopes: Monsen-Chi- 
cago, Inc.; designed by Warren 
Wetherell. 

(8) Editorial Spread: “Defense 
Against Pain,” Abbott Labora- 
tories; designed by Bert Ray. 

(9) Trade paper ad: “The Only 
Way We Know to Keep Our- 
selves,” Collins, Miller & Hutch- 
ings, Inc.; designed and illustrated 
by John Averill. 

(10) Newspaper ad: “Dear 
Friends in the. Mid-West,” Mar- 
shall Field & Co.; designed and 
illustrated by Lester Beall; art di- 
rector, Frances Owen. 


(11) Newspaper ad: “Give All| 


“An Ex-| 


Dearborn Motors 


Schedules Push 


for Tractors 
Detrrort—Dearborn Motors Cor- 
poration, distributor of Ford 
Motor Company farm implements, 
soon will break a five-facet farm 
machinery promotion described as 
“one of the largest ever launched 
in the industry.” 

Highlights of the program in- 
clude: (1) a series of large-space 
ads in 68 farm publications; (2) a 
cooperative program using dailies 
and weeklies, 24-sheet posters, 
movie trailers, slides and radio 
spots; (3) a direct mail drive us- 
ing four issues of the company’s 
“Ford Farming” newspaper and 


special mailings on parts, service 
and implements; (4) a new and 
enlarged guide for fair exhibits, 
and (5) working photographs of 
implements, 18x24”, for  show- 
rooms and other displays. 

The entire campaign will high- 
light strong Ford identification, 
dominant product illustration, “in- 
teresting and informative” sup- 
plementary illustrations, emphasis 
on hydraulic operation features of 
the tractor and a “see your deal- 
er” tie-in drive. 


Sylvette to Berger , 

Sylvette, Inc., chain of corset 
and lingerie shops in New York 
and New Jersey, has appointed 
Alfred Paul Berger Company, 
New York, to handle its advertis- 


Form Mpls. Agency 

William Utter, 
and Gene Bachman have formed 
the BUF Advertising Company, 
with, offices at 404 W. 48th St., 
Minfi€apolis. 
cializing in direct mail, has been 
appointed to handle the advertis- 
ing of Disc & Needle, Minneapolis 
record store, and the Fisher radio 
in the Minneapolis territory. 


Lloyd Freden | f 


The agency, spe- 


JOSHUA MEIER CO., Inc. 


PD. Box 242 Cooper Station New York 3.N 


ing. 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE 


* 101 PARK AVENUE 


NEW YORK 


the Excitement of Christmas,” |’ 


Marshall Field & Co.; designed and 
illustrated by Francis Foley. 


Sales Climb 
to $32,508,718 | 


Sales of Decca Records, Inc., 


New York, hit an all-time high of |: 


$32,508,718 in 1947, but net earn- 


ings were down slightly from the] 


preceding™ year. 
Net earnings for 1947 were re- 
ported at -$1,618,548, against $1,- 


In any kind of business these days you certainly have to 


_ get around. But in the highly complex advertising field of 


Spot Radio there’s a lot more to it than this. 
To cash in on Spot’s tremendous sales-making potential — 
to give advertisers the kind of expert service they need 


and want, a number of qualities are required. 


Weed and Company representatives have them all. 
First there’s training and experience; you can’t even get 
started without them. Then there are the intangibles of timing, 
associations, persistence—and maybe even a little luck. 
But, most important of all—are expert knowledge and plain 


hard work. For these are the two factors that produce most of the 


results most of the time... the two factors that make 


Weed and Company service so valuable to any advertiser. 


There’s lot more than this... 


radio station representatives 


mpany 


944,538 in 1946, when sales totaled 
$30,675,381. 


Ross,Roy Names Moock | a dco 
Harry G. Moock Jr. has. been Stel 


appointed an account-executive of| 
Ross Roy, Inc., Detroit. He will 


handle the -Sherman Products, vit 


chicago °¢* detroit 


hollywood 


boston ° 
atlanta ° 


new york 
san francisco ° 
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64 
Shifts Dr. I. Q. Jr. 


The “Dr. I. Q. Jr.,” quiz pro- 
gram, now heard over NBC at 4 
p.m. CST, Saturdays, will shift to 


‘4:30-5 p.m., CST, effective April 


17. The show is sponsored by 
Mars, Inc., Chicago, through 
Grant Advertising. 


INSTRU 


Willard Ups Ad 
Budget by 30% 


CLEvVELAND—A 30% increase in 
the ad budget and a schedule ex- 
panded to include 33 publications 
mark Willard Storage Battery 
Company’s 1948 promotion. 

Copy this year will continue in 
the basic pattern—a large, two- 
color product illustration, red 
background. with white . diagonal 
| Stripes, brief, direct copy in a 
| white balloon, all dominated by 
the trade name. 

The company’s national maga- 
| zine list includes Collier’s, Coun- 
\try Gentleman, Farm Journal, 
|Look, Progressive Farmer, The 
Saturday Evening Post, Successful 
Farming and Time, 

Other schedules, directed to- 
ward commercial vehicle opera- 
tors, diesel owners, sportsmen, air- 
craft owners, exporters and other 
special groups, bring the total 


publication list up to 33. . 


All of the compafig’s” promo- 


tional material, including cata- 
logs, broadsides and stuffers will 
|bear a family resemblance to the 
publication copy color and design 
theme. 

Meldrum & Fewsmith is the 
agency. 


Printers Set Meeting 

The International Association of 
Printing House Craftsmen will 
hold its annual convention in 
Cleveland Aug. 8-11. Mac D. Sin- 
clair is general chairman of the 
convention. 


Argos Incorporates 

Argos Associates, Albany, N. Y., 
advertising and public relations 
firm, has incorporated its business 
under the same name, and will 
move its offices from 68 State St. 
to 113 State St. 


KALE Promotes Shrader 
Byron Shrader, continuity chief 
of Station KALE, Portland, Ore., 
has been named directer of pro- 
motion of the station, succeeding 
Kelmar LeMaster, who has re- 


signed. 


Announcing 


tang, 


A 


H ARPER’S MAGAZINE will adopt a larger page size 


and new format for its advertising pages with the July issue. 


The trimmed page size will measure 814” x 11”. The type 
page size will be 7” x 10”. There will be three columns to 
the advertising page for a total of 420 agate. lines. Single 
columns will be 244” x 10”; double columns, 454” x 10”. 


These units conform to the most common sizes for which 
advertisers and their agencies design and prepare adver- 


tisements. 


The basic editorial policy of providing full and ‘authoritative ° 
discussions of vital questions of the day remains unchanged. 
The physical changes, however, will present the editorial 
material and advertising in a more attractive form to our 


Size 


“Top of the Market” audience. 


MAGARZINE 


Barton, Ewald 
Get Jobs as 
Judges of Women > 


New York—Bruce Barton, 
chairman of Batten, Barton, Dur- 
stine & Osborn, and Henry T. 
Ewald, president of Campbell- 
Ewald Company, Detroit, have 
been chosen to judge entries in 
the national competition sponsored 
by the Woman’s Council of the 
Advertising Federation of Amer- 
ica recognizing the Advertising 
Woman of the Year. A woman 
judge will be announced shortly, 
according to Honor Gregory 
House, president of Gregory & 
House, Inc., Cleveland agency, 
and vice-president of the AFA. 

Nominations for the Advertis- 
ing Woman of the Year must 
reach the Council on Women’s 
Advertising Clubs, Advertising 
Federation of America, 330 W. 
42nd St., New York 18, by April 
15. Nominations, which may be 
sent by individuals or by adver- 
tising groups, should be in the 
form of business letters on stand- 
ard stationery. No illustrations or 
samples should be included. 


The Rules 


The governing rules are: (1) 
Outline of entire career in ad- 
vertising, by years; (2) What new 
concepts, innovations or practices 
has she contributed to increase the 
stature of advertising —in other 
words, what “firsts”; (3) In what 
way has this career contributed to 


i|the general raising of standard of 


advertising; (4) Has she contrib- 
uted to the development of others 
in the field either directly through 


|| her job or indirectly through out- 
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side activities?’ If so, list name 
and positions, or explain circum, 
stances. 

(5) What has she contribute 
to advertising and the people in } 
beyond the requirements of he 
job; (6) To what extent is she 
known professionally? What othe 
awards has she won? State ip 
detail for what they were award. 
ed, and (7) Give outline of educa. 
tional background and other per, 
tinent facts which make your 
nominee more qualified for this 
award. 

The award winner will be am 
nounced at the annual convention 
of the AFA in Cincinnati, June 1§ 


Eagle Names Ch« Champagne 


Gerard Champagne, sales r 
resentative of Eagle Shoe Com. 
pany, Montreal, for the past 19 
years, has been named sales man. 
ager of the company. 


WHHT Appoints Herget 
Joseph J. Herget, formerly mam 
ager of Station WCAW, Charles 
ton, N. C., has been appointed gen. 
eral manager of WHHT, Durham, 


N. C. 
THE NEGRO 
MARKET IS 


TERRIFIC! 


ion American Ne 
10 billion dollars a year! If you have 
food, drinks, jewelry, or any other 
products to sell, reach this big buyi 
public the Negro Ts fm 
magazines. Interstate Un News. 


Grotaronees of Negroes from coast to coast, 


tite now for this free information, 


Re RIVER VALLEY farms 


are big farms, and the Encyclo- 


|pedia Brittannica says they are 


among the most fertile in the 
world. 


Bigger farms, more fertile farms 
are the reason why Red River 
Valley farmers have more 
money to spend on the products 
they hear advertised on WDAY 
— for twenty-six years their 
favorite station by very long 


odds. 


'Ask us ‘or Free & Peters for 


some facts on WDAY’s mail-pull 
and sales-pull. We can knock 
your eyes out. On our first 1948 
contest for farmers WDAY 
pulled over 85,000 letters. Get 
the facts on WDAY’s rural audi- 
ence, and don’t forget that even 
our average daytime Hooper 
rating is a juicy 24.6 (C. E. 
‘Hooper, Fall °47.). 


“Drop OFF 
THE NEXT 
FARM, LEM!” 


FARGO, N. D. 


NBC ¢ 970 KILOCYCLES 
5000 WATTS 
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SPECI ALTY—New in the canned meat 
field is this Embassy creamed sliced 
dried beef, introduced by Millar & 
Brothers Co., Philadelphia. Present dis- 
tribution covers 43 states. 


Marble Institute 
Drive to Press 


for Greater Use 


Mount Vernon, N. Y.—(1) A 
building is only as enduring as 
the materials used in its con- 
struction. (2) Marble is prac- 
tically indestructible. The Marble 
Institute of America is launching 
a campaign this month to put 
those two points across to archi- 
tects, engineers and, later, to the 
public. 

Although he agrees that Amer- 
ica’s immediate problem is solv- 
ing the housing: and building short- 
age, Romer Shawhan, managing 
director of the institute, insists 
that a lasting solution to construc- 
tion problems only _ will be 
achieved if permanent building 
materials, including marble, are 
used for new construction. 

Through its newly-appointed 
agency, Ormsbee, Moore & Gil- 
bert, Milford, Conn., the Marble 
Institute will aim first for the at- 
tention of designers, builders and 
architects who usually specify the 
materials to be used in new build- 
ing construction. 


To Offer Scholarships 


Copy will boost the sanitary, 
durable and. low-maintenance 
characteristics of marble in hos- 
pitals, and durability and the “at- 
mosphere” which the stone lends 
to school and college buildings. 
Seven architectural and hospital 
publications are scheduled to 
carry the drive. 

To stimulate the interest and 
understanding of younger archi- 
tects and students, the institute 
has set up a series of scholarships 
and fellowships, available through 
most of the principal colleges and 
universities. 

Later advertisements in the 
home service magazines will stress 
the variety of uses for marble in 
the home, such as mantelpieces, 
window sills, floors and stairways, 
and in kitchens and bathrooms. 
The ad drive will be backed by 
a publicity campaign involving 
preparation of articles by leading 
architects who have used marble 
successfully in their own designs. 


Engler Joins Fischbein 
Marvin N. Engler, formerly 
with Batten, Barton, Durstine & 
Osborn, Minneapolis, and Vogue- 
Wright’ Studios,. Chicago, has 
joined B. E. Fischbein & Asso- 
ciates, Minneapolis, as art director. 


Dunston Joins DuBois 
Irvin Dunston, formerly man- 
ager of Compton Advertising’s re- 
search department, has joined 
cay DuBois & Co., New 


‘Women Discover 


PR Is Ideal Job 


—for Women 
Co_ums1a, Mo.—The four femi- 
nine participants in Stephens Col- 
lege’s recent conference on women 
in public relations examined the 
requirements for entry into the 
field, discussed the opportunities 
available, the future of the pro- 
fession—and arrived at the not too 
surprising conclusion that women 
will have an increasingly impor- 
tant part to play in the develop- 
ment of the field. 

Said Mrs. Denny Griswold, co- 
editor of Public Relations News: 
“Top executives in all fields of 


human endeavor have awakened 


to the importance of public rela- 
tions. I have seen public relations 
come of age and assume a stature 
and dignity of a part with such 
high callings as education and 
even the ministry. Public rela- 
tions for women holds a radiant, 
full fu 4: 

As one of the many opportuni- 
ties in the field, Mrs. Sallie E. 
Bright, executive director of the 
National Publicity Council of 
Health and Welfare Services, 
cited the field of social welfare. 
Both progress and public relations 
activities in this field will come 
about, she said, only when the 
public is informed. 

Requirements of the potential 
public relations counselor were 
described by Caroline Hood, di- 
rector of public relations for 


Rockefeller Center, Inc., 


while 
Mary Pentland, public relations 
counsel, described the high moral 
obligations of the field. 


Cadwallader Named A.M. 


C. Huston Cadwallader, assist- 
ant manager of advertising and 
sales promotion, has been ap- 
pointed advertising manager of 
the Toledo Scale Company, To- 


ledo. 
1929. 


He joined the company in 


‘ 
Publishers Representatives 


SINCE 1928 
SAN FRANCISCO LOS ANGELES 
RUSS BLDG. GARFIELD BLDG. 


Kansas Farm News 


IS ON KANSAS FARMS. That's why Dick Mann, 
associate editor of Kansas Farmer, devotes most of his time to field work in the state. He 
knows the importance of evaluating practical results, methods and experiments as they 
apply to specific Kansas conditions. — 


On the 2400-acre farm of Mr. and Mrs. Vic Skonberg near Osage City, Editor Mann 
has ready access to the well-kept records of profitable beef production. He knows that 
the Skonbergs’ success in buying, feeding and marketing is of vital concern to Kansas 
Farmer's 120, 000 readers. The readers in turn accept it with the confidence that only 
80 years of aggressive, on-the-farm 
editorial policy can engender. 


Naturally, Kansas Farmer’s unequalled 
advertising effectiveness and influence is 
derived from this program. 


A CAPPER PUBLICATION: Home Office, Topeka, Kan.; Advertising 
Offices located in New York, Chicago, San Francisco, Kansas City 
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Tide Promoted in Canada 


Procter & Gamble Company of 
Canada; Toronto, has launched a 
campaign in Canada for Tide de- 
tergent. Dailies, Class “A” week- 
lies, farm papers, car cards, radio 
and movies will be used. As dis- 
tribution warrants, the advertis- 
; ing will be extended from coast 
to coast. The Toronto office of 
: Benton & Bowles handles the ac- 
count. 


Diamond Alkali to F&S&R 

Diamond Alkali Company, pro- 
ducer of basic chemicals for in- 
dustrial use, has named Fuller & 
Smith & Ross, Cleveland, to handle 
a national advertising campaign 
featuring the company’s services 
and products. Newspapers and 
four-color ads in magazines. will 
be used. The company will move 
from Pittsburgh to Cleveland in 
a few months. 


with 
Recent publicity has 
shown that this ancient 


calculating device is still 
used with remarkable effi- 


Ever do your figuring 


It's fascinating . . . but you probably 
won't get the right answer! 


an abacus? 


4 


+ | March 


ciency in Oriental coun- 
tries. However, the aver- 
age guy today finds it 
quick and easy to get the 
right answers with mod- 
ern machines, 


City Zone PoruLaTion 
’ 

NASHVILLE MARKET POPULATION 
’ 


But there's no doubt that the right 
answer to reaching the great Nash- 
ville market is through its two great 
newspapers . . . THE NASHVILLE 
TENNESSEAN and NASHVILLE BAN- 


Complete coverage of the Middle 
Tennessee market and of Nashville, 
THE MONEY TOWN OF THE SOUTH, 
always adds up to the Nashville news- 
papers. Make us prove it... ask a 
Branham-Man! 


LOCAL INDEX: In just 28 years, General Shoe Cor- 
poration of Nashville has grown into one of the top 
shoe industries in the world! . . . employing 2,367 
people in Nashville alone. A typical success story 


FIC Dismissal 
of Tobacco Cases 
Clarifies Nothing 


Now Where Do We 
Stand, Display Men 
Want to Know 


New York—After nine years of 
suspended litigation, and an ecual 
period of uncertainty about the 


* | status of display advertising under 


the Robinson-Patman 
Federal 


the 
Trade Commission on 
17 dismissed its suits 
against eight tobacco companies. 
But the status of display adver- 
tising remained as cloudy as ever, 
since the FTC had canceled its 
suits for “lack of evidence,” and 
a clear-cut decision on the legality 
of displays and compensation still 
was lacking. 

In October, 1939, FTC filed 
against American’ Tobacco Com- 
pany, Liggett & Myers, Philip 
Morris & Co., Larus & Bro. Com- 
pany, Brown & Williamson To- 
bacco .Cerporation, P. Lorillard 
Company,’R. J. Reynolds Tobacco 
Company, and ‘Stephano Bros. 
The complaints said in part: 
“Respondent, during said period, 
made and is now miaking valuable 
payments ‘and gave and is now 
giving valuable considerations to 
certain distributors, such as chain 
stores and other retailers, selected 


‘| by respondent for furnishing by 


Euening 


NASHVILLE... 


-THE MONEY TOWN OF THE SOUTH 


from this rich market. 


Nashville Banner The Nashville Tennessean 


Morning Sunday 


NEWSPAPER PRINTING CORPORATION, AGENT 


Represented by The Branham Co: 


them of services and facilities, 
such as counter and window dis-| 
plays for the advertising of re- 
spondent’s products. 


Discrimination Charged 


“Such payments and considera- 
tions were not ... available to 
other distributors competing in 
the distribution of respondent’s 
products. Said practices were 
conducted in such manner as to 
result in giving certain distribu- 
tors exclusively the benefits ac- 
cruing from said payments and 
considerations. . .” 

The FTC elected to try the case 
against R. J. Reynolds Tobacco 
Company first. Reynolds, signifi- 
cantly, was the only one of the 
companies which buys its display 
space completely from Window 
Advertising, Inc., New York dis- 
play company. Window Adver- 
tising pays retailers directly, in 
cash, and this clarified the pic- 


_ | ture. 


FTC attorneys, in June of last 
year, when the case was reopened, 
approached Window Advertising, 
and learned the method of estab- 
lishing quotas, choosing locations, 
controlling distribution and secur- 
ing space. 


No Ruling Made 


‘Defense attorneys objected to 
the admission of Reynolds-Win- 
dow Advertising contracts, on the 
ground that Window Advertising 
was an independent contractor, 
not subject to the provisions of the 
act. The trial examiner never 
ruled on this contention, since the 
cases were dismissed before he 
ruled. 

In October, 1947, FTC amended 
the Reynolds complaint to include 
Window Advertising to say: “Re- 
spondent . . . contracted to pay 
and has paid directly or 
through the services of window 
display companies such as Win- 
dow Advertising, valuable pay- 
ments or considerations . . . for 
the furnishing . . . of services or 
facilities, such as counter or win- 
dow displays in connection with 
the sale and offering for sale of 
respondent’s products. Respondent 
has not made such payments or 
considerations available, either di- 
rectly or through the services of 


Window Advertising . . . on pro- 


portionately equal terms to all its 
customers competing with the 
aforesaid compensated customers 
in the distribution of respondent’s 
problems.” 


Window Advertising Alarmed 


Window Advertising and other 
companies engaged in display 
viewed this development with 
alarm, since a cease and desist 
order could have disastrous re- 
sults on its business,’ particularly 
with future clients. 

Window Advertising determined 
to explain the display business, 
pointing out that, based on ARF’s 
1936 survey, a full showing of 
displays in all cities in the U. S. 
of 10,000 and more population 
would require 35,000 displays and 
would produce a weekly circula- 
tion of 415,000,000. Based on ads 
of Charles W. Hoyt Company, 
Window went on to show that 
equivalent circulation with all 
consumer periodicals and news- 
papers could be secured with 35,- 
808 stores out of more than 1,700,- 
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000 stores in the country._ 

Window was prepared to sh@ 
how Camel displays were instaligy 
in Washington, showing quot™ 
locations, methods of determinim 
payment and controlling distrib. 
tion through the map system. This 
evidence was put in the hands of 
FTC attorneys, but testimony Was 
never given. Also, Window askey 
to be permitted to intervene 
the basis that decisions in thes 
cases were vital to the continua. 
tion of its business and similg 
businesses. 


Dismissed ‘Without Prejudice’ 


Before the brief could be sub. 
mitted, FTC dismissed the cage 
on motion of William C. Kern, ifs 
attorney, “without prejudice, fo 
lack of sufficient evidence.” 

Thus there remains the questigg 
of whether display procedure now 
contravenes the Robinson-Patmap 
Act. Window had intended 
show the nécessity of selectivity, 
i.e, for coverage purposes, the 
four drugstores on a given corner 
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Fargo’s 1947 Retail Sales Show 


Gain 
AND 
$60,152,000. 
Retail sales in Fargo represent 12.80 


percent of all the business done in 
North Dakota. 


More than 47,000 families buy and read 
The Fargo Forum, Daily and Sunday. 
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Affiliated with Radio Station WDAY 


THE FARGO FORUM 


Published Morning, Evening and Sunday 


FARGO, NORTH DAKOTA 
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300 REPLIES—This full-page color ad 

in the March 19 Time, sponsored by the 

H, & S. Pogue department store, Cin- 

canati, pulled 300 orders, for a total 
sale of about $20,000. 


need not have identical displays 
or opportunity to have them. 
Other questions, still unsettled, 
are: (1) what is meant by the 
“payment of anything of value to, 
or for the benefit of, a customer?” 
—window display men would like 
to know if a payment to a dealer 
for the use of advertising space, 
no matter how the remuneration 
is given, is for the benefit of the 
customer (or dealer) or for the 
manufacturer in the promotion of 
his product; (2) display people 
are inclined to think that such 
payments, if aimed at securing a 
particular order for merchandise, 
are in violation of the law—but 
they believe that the securing of 
advertising space in customers’ 
stores is not a violation of the act. 


‘Would Need 200,000 Complaints’ 


The display men point to the 
1,700,000 retail outlets, and the 
250,000 manufacturers who use 
them, and say “to enforce fairly 
this section of the Robinson-Pat- 
man Act would require more 
than 200,000 separate complaints 
and actions by the FTC. At the 
rate of 2,000 complaints prose— 
cuted each year, this would take 
100 years to cover.” 

Accordingly, in the display 
men’s view, enforcement of this 
kind of law against a handful, and 
the absence of enforcement against 
more than 200,000 would be un- 
fair—and amount to persecution 
of “those picked to be the goats.” 

On the other hand, display com- 
panies seem to feel that, since 
the cases against the tobacco com- 
panies—perhaps the largest users 
of display space—could not be 
prosecuted successfully, then there 
is little chance of successful prose- 
cutions of similar cases against 
other types of manufacturers. 


Three Plans for Displays 


‘In displays, merchants are com- 
pensated in three ways: cash or 
merchandise payments, window 
trimming at no cost, or permitting 
the merchant to use an expensive 
display for a limited time at no 
cost. 

The display dilemma is another 
problem arising from FTC’s diffi- 
culty in administering the Rob- 
inson-Patman Act. Lowell Mason, 
FTC’s forthright, commissioner, 
characterized its administration ‘in 
a San Francisco speech in Novem- 
ber as a game of “pin the tail on 
the donkey with everyone blinded 
—including the spectators.” The 
Nature of the act, he continued, 
gave FTC an “inexhaustible sup- 
ply of culprits—or scapegoats, as 
you will.” 

Mr. Mason pointed out that 
FTC’s position to business is 
analogous to two neighbors, one 
of whom warns the other that “I 
know you don’t know where your 
property line is, but if you ever 
step over it I’ll shoot you.” 

For some time, a bar association 
group headed by George Link, 17 


working on amendments ‘to the 
Robinson-Patman Act. It is under- 
stood that FTC attorneys have 
been prime movers in requesting 
clarification of the statute. 


KSFO Builds Video Tower 


Construction has started on a 
100-foot antenna tower atop the 
Hotel Mark Hopkins, San Fran- 
cisco, for the new television sta- 
tion to be in operation this fall 
by KSFO. This is the third tele- 
vision station announced fer San 
Francisco. American Broadcast- 
ing Company and the San Fran- 
cisco Chronicle also are com- 
pleting errangements for con- 
struction of television stations. 


Kroger Promotes Allen 
Charles J. Allen, in the adver- 
tising department of the Kroger 
Company in Cincinnati, has been 
named merchandising research 


Moser, Levine 
Write ‘Radio 
and Law’ Book 


Los ANGELES — Believing that- 
enough decisions on radio have 
been made by various commis- 
sions and courts to develop a pat- 
tern of radio principles, J. G. 
Moser and Richard A. Levine, two 
West Coast lawyers, have issued 
their new volume, “Radio and the 
Law.” 

The objective is to gather into 
one volume such decisions as are 
pertinent to interpreting radio 
legal principles. Consideration of 
the technical aspects of radio is 
limited to their effect on program 
content, procurement of station 
licenses and similar matters 
covered in the Communications 


All decisions on radio matters | 
made in this country and the! 
British Empire are covered 
through a brief presentation of the} 
evidence, a statement of the de-| 
cision and an analysis of the prin- 
ciple of radio law involved. 

The volume, published by 
Parker & Co. at $12.50, con- 
tains chapters on program control, 
foreign transmission and rebroad- 
cast, program content control, pro- 
fessionai advertising, insurance 
solicitation, defamation, right of 
privacy, unfair competition, trade 
names, common law rights, con- 
tracts, and television and FM sta- 
tion matters. 


Joins Melamed-Hobbs 
Charles E. Fahler, formerly 
with Mitchell Advertising Agency, 
Inc., Minneapolis; has joined Me- 
lamed-Hobbs, Inc., Minneapolis 
and St. Paul, as an account ex- 


manager. 


Act of 1934. 


ecutive. 


PER CAPITA 


1. market 


John St., New York, has been 


FACT: 
FACT: 


FACT: @ 


FACT: 


No radio station was ever accused 
of modesty. If you have super-power, 
you blow your top about it. If you 
sell your time for lunch money, you 
get up on your hind legs and yell. 


But what does a radio station have 
to sell? An advertiser can’t put a 


period: 8-12 A.M. 


period: 12-6 P.M. 


How come 
FIRST 


zillion watts in the bank—and no 
matter if he buys time for 2c a 
year, it’s expensive if it doesn’t 


deliver the goods. 


Radio stations sell audience—and 
that’s how come WFBR is first 


in Baltimore! 


For October-February, Hooper shows WFBR FIRST in morning 
For October-February, Hooper shows WFBR FIRST in afternoon 


During the months of October through February, WFBR led all other 
stations in Baltimore, according to Hooper Total Rated Time Periods 


from the Hooper Station Listening Index for the City of Baltimore.* 


WFBR seats 100,000 studio visitors yearly! WFBR audience broke all 
Maryland records for March of Dimes contributions! WFBR audience 


wrote in for 75,000 tickets because of one mention that a few were avail- 
able! Yes, in America’s 6th largest Market, WFBR is your first choice! 


*Hooper Station Listening Index— October, 1947, through February, 1948. 
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Mission Macaroni 
Uses 25 Dailies 


SeaTrLe--Mission Macaroni 
Company has launched a once-a- 
week newspaper ad drive using 
25 Pacific Northwest dailies. 

Theme of the copy is the econ- 
omy of meal preparation using 
Mission macaroni products. Typ- 
ical headline reads: “A meat dish 


VITAL FACTS! 


AVAILABLE 
FOR ONLY 


25¢ 


by A. C. SHANEY 


Contains schematic diagrams 


AMPLIFIER CORP. of AMERICA 


396-25 Broadway New York 13, N. Y. 


for four at 12 cents per person? 
Yes, you can serve macaroni meat 
loaf for less than 48 cents.” 

The company uses 100-line ads 
in newspapers below 12,000 circu- 
lation and 200-line copy in dailies 
over 20,000 circulation. For papers 
in between the two arbitrary 
limits, small and large size ads 
will alternate. 

The Frank Tasket Advertising 
Agency directs the account. 


Margules to Sweets Co. 


Seymour Margules, formerly na- 
tional sales promotion manager of 
Three Feathers Distributors, Inc., 
has been appointed director of 
sales and advertising of Sweets 
Company of America, Hoboken, 
N. J., maker of Tootsie Rolls. 


Appoints Kemper 

Industrial Equipment Company, 
Minster, O., manufacturer of foun- 
dry pouring and handling equip- 
ment, has placed its advertising 
with Don Kemper Company, Day- 
ton. Foundry publications and di- 
rect mail will be used. 


YOU MIGHT MAKE 


RECORD IN A SPEED-BOAT* — 


BUT— 
YOU CAN'T 
REACH 


ACROSS LAKE MICHIGAN 


WITH RADIO! 


If you think you’re covering Western Michigan with any 
Chicago station or stations, we’re 
news to you! Outside stations simply don’t get satisfactory 
reception here — there’s a wall of fading around this area, and 
the only real listening is to local stations. . . . 


For proof of WKZO-WJEF’s outstanding popularity, glance at 
the latest Hooper Report (Spring, 1947). It shows, for instance, 
that from 8:00 a.m to 12:00 noon, alone, these two CBS outlets 
have a 10.7% greater Share-of-Audience than the next best 
network of six combined stations heard in the area. 


Write -us for your copy of the complete Hooper, or ask 


Avery-Knodel, Inc. 


*Guy Lombardo raced a speed-boat 90 miles at 68.78 m.p.h. in 1946. 


WRKA2Z0 


tral” KALAMAZOO 


and GREATER WESTERN MICHIGAN _ 
ces 


BOTH OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 


A WORLD'S 


“sorry” to break some bad 


WJEF 


AND KENT COUNTY 


AVERY-KNODEL, INC., Exlusive National Representatives 


brand preferences. 


no new ones very soon. 


market data in all fields. 


what conditions. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


There is an enormous current demand in the advertising 
field for reliable, up-to-date data on population, retail sales, 
manufacturing, wholesaling, retailing, on buying habits and 


Almost without exception, there are no recent government 
figures in this area. And it seems likely that there will be 


But advertising media, trade associations and other groups 
are estimated to spend well over $5,000,000 collecting such 
market data covering their own fields. Reports of new studies 
appear from time to time in the “Information for Adver- 
tisers” column on the editorial page of ApverRTISING AGE, and 
have proven exceptionally popular with readers. 

Now, ADVERTISING AGE proposes to bring together, in one 
master list, all possible market data issued by advertising 
media, trade associations and others. The data will be de- 
scribed briefly, and classified by type of market or geographic 
area, thus providing a comprehensive index of all available 


All advertising media are invited to submit market studies 
or compilations for inclusion in this master list, to appear in 
the May 24 issue of ADVERTISING AGE. 
listing, material must deal with market facts (booklets or 
brochures which contain media data only will not be listed), 
and it should clearly indicate whether the material is avail- 
able for distribution to advertisers and agencies, and under 


Market data material submitted for inclusion in the May 
24 listing should be addressed to Market Data Editor, Apver- 
TISING AcE, 100 E. Ohio St., Chicago 11, II. 


To be included in the 


Jobbers Are ‘Sore’ 
at Big Distillers, 
Gibbs Study Finds 


New YorK—Whisky jobbers as 
a whole resent the policies of 
major distillers, “Ed Gibbs’ News- 
letter” reports on the basis of a 
preliminary analysis of returns 
from 1,000 jobbers, out of 2,300 
who were sent a lengthy question- 
naire. 

“Three out of four Schenley 
jobbers are bewildered, discour- 
aged and are afraid to make any 
concrete move,” the Newsletter 
says. “Hiram Walker jobbers, 
while approving company policy, 
are pessimistic of the future.” Na- 
tional Distillers’ jobbers are “the 
most close-mouthed of all and ap- 
parently are hiding a deep re- 
sentment under ae wall of 
silence. .. Seagram jobbers, while 
less vociferous in their complaints, 
are,, nevertheless, not quite unani- 
mous in their approval. That they 
are soft spoken ... stems from a 
recent change in Seagram top 
management.” (Seagram sources 
denied to AA that any recent top 
management changes have been 
made.) 

“National distributors object to 


j|overloading. The Schenley group 


objects to the constant changing 
of formulas of salable brands, and 
the iron curtain that separates 
them from top management. Some 
Hiram Walker jobbers having gone 
practically direct, now fear the 
possibility of a state monopoly. 
The Seagram jobbers, while sat- 
isfied with past performance, are 
resentful of a certain cocky in- 
dependence on the part of top 
management and an _ inclination 
to give their lines out to too many 
competitors.” The big fight seems 
to boil down to two brands, 
Seagram Seven Crown and Schen- 
ley Reserve. 


Plugs Angostura Bitters 
Angostura - Wupperman Cor- 
poration, New York, through the 
Montreal office‘ of Cockfield, 
Brown & Co., has launched a cam- 
paign in Canadian_ dailies. A 
recipe book is offered in a coupon, 
suggesting the use of Angostura 
aromatic bitters in cooking. 


Asphalt Tile to ‘Canada 

Armstrong’ Cork Canada Léd., 
Montreal, is using 800-line ads in 
selected Canadian dailies, an- 
nouncing that Armstrong asphalt 
tile is now produced in Canada. 
Harold F. Stanfield Ltd., Montreal, 


is the agency. 


Rorer Names Ramsdell 


William H. Rorer, Inc., Phila- 
delphia pharmaceutical manufac- 
turer, has placed its advertising 
with Lee Ramsdell & Co., Phila- 
delphia. Medical and drug jour- 
nals and direct mail will be used. 


Wirth Heads Video Dept. 


Wayne Wirth, formerly execu- 
tive director of Harvey Marlowe 
Television Associates, has been 
appointed head of the newly cre- 
ated television department of Van 
Diver & Carlyle, New York. 


_ Advertising Age, April 5, 194% 


Thomas to .Freiberger 


Kent Thomas, formerly distrig 
advertising and sales Promotigg 
manager of General Electric Com 
pany, has been an account 
executive of Curt Freiberger 
Co., Denver. 


Rejoins ‘Motor Age’ 

Frank P. Tighe has rejoined the 
Chilton Company, Philadelphia, ag 
editor of Motor Age. He first 
joined the company in 1925 ang 
left in 1937. 
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The business 
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5 TATE JOURNAL NOW 


4 YES THEIR PRODUCT | 
ARE ALL RIGHT. 


LOCALLY known is locally accepted—there’s no getting away from this uni- 
versal tendency, whether you're tapping the purchasing power of the seneral 
public or of professional men in the higher income brackets. 


Besides, your sales messages in the State Journals will travel in good com 


pany, alongside the accepted advertising of fine medical products AND con 
sumer merchandise for a Class A market. 


Through their nationwide hookup, the 34 State Medical Journals (serving 42 


states) save you time and costs too . . 


+ put you into as many state territories 


as you choose with ONLY 1 CONTRACT, 1 COPY JOB,:1 SET OF ORIG. 
INAL PLATES (per insertion), and 1 MONTHLY STATEMENT. 


34 JOURNALS 
COVERING 42 
STATES 


ALABAMA, 
Assn. of 

ARIZONA Medicine 

ARKANSAS Med, Society, 


Journal of Journal of 
CONNECTICUT State Med. MINNESOTA Medicine 
Journal 


mi 
DELAWARE Med. Journal eee 


Journal of “Med. KENTUCKY Med. Journal 
MAINE Med. Assn., Journal of 


MICHIGAN State Med. Sec., 


State Med. Asen., 


COOPERATIVE MEDICAL 


ADVERTISING BUREAU 
of the American Medical Association 
535 N. DEARBORN ST., CHICAGO 10, ILL. 


NORTHWEST MEDICINE 
(Oregon, Washington, Idaho 
& Alaska) 

OHIO State Med. Journal 

OKLAHOMA State Med. Assn. 
Journal of 

PENNSYLVANIA Med. Journal 

ROCKY MOUNTAIN Med. 


Journal of 
DISTRICT OF COLUMBIA Journal (Colo., Utah, Wyo.. 
Med. Annals of NEBRASKA State Med. New Mex., Mont.) ite 
FLORIDA Med, Assn, Journal SOUTH CAROLINA Med, 
Journal of NEW _ENGLAND Journal of Assn. journal of 
anonera, Journal of Med. Med. (Mass., Now Hams.) SOUTH DAKOTA Journal of 
Assn. Med. 
SEY, Journal of 
HAWAII Med. Journal a TENNESSEE State Med. Asen.. 


INDIANA State Med. Assn. Mod. See. of 


Journal of 
10WA State Med. Soe. Surgical Journal 
Journal of NORTH CAROLINA Med. 


Journal 


KANSAS Med. See., Journal of 


NEW ORLEANS Med. and 


Journal of 
TEXAS STATE journal of Med. 
VIRGINIA Med. Monthly 
WEST VIRGINIA Med. Journal 
WISCONSIN Med, Journal 
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1925 ang be paid for as advertising. It 
gill occupy a full column of 308 

Mines, starting on a Wednesday, 

Mirriday and perhaps Saturday 


turning over in his mind is a .spe- 


~from Standard Brands 


rm ated products. 
The property transferred in- 


ycle, and ultimately set for every- 
jay publication. At least 60%— 
and preferably more—of the col- 
ymn will be devoted to the usual 
Dale Harrison chit-chat, with con- 
siderable emphasis on night life 
and goings-on-about-town. 

Sold on Flat Basis 

Interspersed with this pure edi- 
torial material will be clearly de- 
lineated “commercials” averaging 
95 or 30 words each, and identified 
by being cut off from the column 
itself with type ornaments, and 
set in italic. 

Advertising in the column is be- 
ing handled by the Robert Archer 
Agency, 20 N. Wacker Dr. There 
is no “line rate” or-“space rate” 
for the advertising. Instead, ad- 
vertisers are charged a flat sum 


WATCHING HIS FLOCK—When the managers of three McCann-Erickson Latin 
American offices posed for this picture in Buenos Aires with Luis G. Dillon, vice- 
president of the agency in New York, agency President Harry McCann (picture 


in background), was right there to “get in on 


the act." Left to right are: J. B. 


Dyson, Santiago, Chile, office; Mr. Dillon; Henry P. Clark, Buenos Aires office, 
and Armando Sarmento, Rio de Janeiro office. 


per insertion, and are being asked 
to contract for a minimum of 10 
insertions, to run once a week. 
Harrison pays the Tribune the | 
regular advertising rate for all the 
space the column occupies, with | 
the concession that when local ad- | 
vertisers are featured, his cost is, 
based on the local rate. 

The column will begin pri-| 
marily with local advertisers, who | 
will pay $50 an _ insertion for | 
“commercials” averaging 25 to 30 
words. The rate, admittedly high, | 
covers the Tribune rate for the| 
column, Harrison’s fee, agency | 
and sales charges, etc. The col-| 
umn hopes to corral 10 to 12 “com- 
mercials” daily, and the high rate 
is based on the assumption that | 
the column will attract the kind 


ing could ever hope to attract. 
National Copy in the Future 


Plans for handling national 
“commercials” in the column are 
still nebulous because inclusion of 
such advertising will raise Harri- 
son’s cost for Tribune space to a 
minimum of $385 per column, 
even if he earns the 25,000-line 
rate. This in turn would necessi- 
tate a substantially larger charge 
to national advertisers than *$50 
an insertion. 

Another idea which Harrison is 


cial Saturday column, entirely ad- 
vertising, which would be devoted 
exclusively to restaurants, night 
clubs and the entertainment 
world. In this column all ma- 
terial would be sponsored, but all 
would be written in typical col- 
umn style. 


Howard Clothes Signs 


for Video Series 

Howard Clothes, Ing. men’s 
lothing manufacturer, New York, 
will sponsor telecasts of Tuesday 
night boxing matches over Du- 

ont’s New York station, WABD, 
starting April 6. The contract, 
signed through Redfield-Johnstone, 
New York, is for 52 weeks. 
_ This series, each of which will 
Include six commercials, repre- 
sents an estimated expenditure of 
100,000 by Howard Clothes. 


ampbell Soup Buys V-8 


Campbell Soup Company, Cam- 
ien, N. J., has purchased the V-8 
Products made by the Loudon di- 
ision of Standard Brands. The 

ansaction involves the. transfer 
of the trademarks and manufac- 
uring facilities involved in the 
production of V-8 vegetable juice, 

-8 tomato catsup, and other re- 


of following which no advertis-/ 


cludes the assets acquired from 
the Loudon Packing Company in 
1943, which is now being oper- 
ated by the Loudon Mfg. division 


of Standard Brands, and a new 
Canadian plant in Chatham, Ont. 
Campbell will continue the manu- 
facture of V-8 products. 


Aircasters Take 


Extra Day to 
Study Problems 


DENVER — Signs of approaching 
hard selling were in evidence as 
the Fourteenth District National 
Association of Broadcasters meet- 
ing in Denver was extended a full 
day to accommodate a Small Mar- 
kets Panel introduced to stimulate 
interchange of administrative and 
selling information among low- 
watt stations. 

Believed to be the first such 
panel presented under NAB aus- 
pices, the panel was opened on 
the second day of the originally 
scheduled two-day meeting but 
spread over to Wednesday, March 
24, before a full house. Nine 
states were represented at the 
meeting, including visitors from 
Nebraska, Kansas and New Mex- 
ico. A total of 103 delegates were 


NEW JERSEY'S FOURTH LARGEST MARKET 
Bayonne 


CANNOT BE SOLD 
FROM THE OUTSIDE 


440°/, MORE COVERAGE 


OTWEP PAPERS COMBINED 


No wonder THE BAYONNE TIMES consist- 
ently outpulls all other 
market. o wonder this 


livered. . . . Send for a 
BAYONNE TIMES Market Dat . 
THE BAYONNE TIMES 


MATIONALLY REPRESENTED 


BOGNER & MARTIN 


in attendance and fifty small sta- | 7 AVE, © 228. LA‘SALLE ST. 


tions were represented. 


New sth 


UNDERWOOD & UNDERWOOD ILLUSTRATION STUDIOS, Inc. 


321 East 44th Street, New York 17, N. Y. 646 N. Michigan Avenue., Chicago 11, Til. 


MU 4.5400 


DEL 1711 


ART DIRECTORS: EDITORS- ADVERTISERS 


e More than 1300 selected illustra- 
tions reproduced in this book, rep- 
resenting thousands of subjects of 
all classifications never before cata- 
logued—all made by our own pho. 
tographers. 


e All of these photographs are spe- 
cially designed for non-exclusive 
reproduction to fit the $15.00 bud- 
get. A reduction of $5.00 may be 
obtained by using the “Underwood 
& Underwood” credit line. 


e Fill out the coupon for your copy 
of the 8th edition catalog now. The 
price? — just $5.00 which will be 
refunded with the first Reserve 
Illustration purchased within one 
year. 

e Your subscription includes sup- 
plementary pages issued from time 


to time, representing new pictures 
added to library. 


UNDERWOOD & UNDERWOOD ILLUSTRATION STUDIOS 


321 East 44th Street, 646 North Michigan Avenue, 
New York 17, N. Y. Chicago 11, il. 


Enclosed find my check for $5.00 for your new Reserve Illustration 

Catalog and the supplements. Send the book on approval for 10 days; 

if | do not return it within that time, send your bill. This $5.00 will be 
refunded with the first stock picture purchased within one year. 
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O'Donnell Heads PR 


Stephen O’Donnell has been ap- 
- pointed director of public relations 
of the Los Angeles Transit Lines. 
He succeeds L. A. Reeves, who re- 
cently resigned to open his own 
public relations office. Guy Gif- 
ford has been appointed executive 

ublisher of the company’s pub- 

cations and will collaborate on 
all public relations problems. 


Electronics Show Set 

The fourth annual Pacific Elec- 
tronic Exhibit will be held Sept. 
30-Oct. 2 in the Hotel Biltmore, 


Los Angeles. The exhibit, which 
alternates between Los Angeles 
and San Francisco, is sponsored 
by the West Coast Electronic 
Manufacturers’ Association and 
cooperating organizations, and is 
held in conjunction with the con- 
ventions of the Institute of Radio 
Engineers, American Radio Relay 
League, and the WCEMA Con- 
ference, 


Flotill Names Durstine 

Flotill Products, Inc., Stockton, 
Cal., canner, has appointed Roy 
S. Durstine, Inc., New York, to 
handle its advertising. 


The DAKOTAS 


Rate HIGH | in U. 


ACRES 


rare Market 


BUSHELS 


The DAKOTAS TODAY offer the 5th largest of 
all Farm Markets in the United States. 


1947 U. S. Department of Agriculture crop pro- 

duction totals show that the Dakotas lead the 
ND. nation in both total acreage and total bushels of 
-- Flaxseed, Barley and Rye. Wheat, Oats and Corn 

closely follow in their U. S.-market position. 


37,990,000 Dakota acres yielded 565,213,000 
bushels of principal grains, with a total crop val- 
uation of $1,396,312,000.00! 

In the DAKOTAS TODAY the publication that 


is of,the most use to the most people and is the basic 
advertising medium for the territory, is, 


ABERDEEN, SOUTH DAKOTA 
J. P. MALONEY, Advertising Manager 


. « » Wrife or Phone for 
one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


- - You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


Ad-Setters + Engravers + Printers 


400 N. Rush St., Chicago 11 « Whi. 2300 
DAY AND 


SERVICE 


BBDO's Ben Duffy 
Gets $10,000,000 
Lucky Strike 


(Continued from Page 1) 
represents between $10,000,000 and 
$11,000,000. 

Addition of Lucky Strike—plus 
expansion in other directions this 
year—is expected to lift BBDO’s 
billings from more than $59,000,- 
000 in 1947 to nearly $75,000,000 
in 1948. In the process it might 
pass Young & Rubicam and N. W. 
Ayer & Son to become the second 
largest agency-—exceeded only by 
J. Walter Thompson Company, 
which AA reported as billing 
$103,000,000, including $20,000,- 
000 foreign, in 1947. 


Other Major Accounts 


Next to American Tobacco, the 
largest BBDO accounts are Du 
Pont, nearly $5,000,000, and U. S. 
Steel and General Electric, about 
$3,000,000 each. Other leaders on 
its list include General Mills, B. F. 
Goodrich, DeSoto division of 
Chrysler, Armstrong Cork, and 
E. R. Squibb & Son. 

Don Stauffer of SSC&B has long 
been known as a “favorite” of 
Vincent Riggio, president of Amer- 
ican Tobacco, and Monty Hackett 
is Mr. Riggio’s son-in-law. But 
BBDO’s Ben Duffy had never com- 
municated with him until Thurs- 
day, March 25, and had never met 
him until last Monday morning. 

Mr. Duffy was vacationing at 
Palm Beach with his family when 
word of the FC&B resignation 
reached him. BBDO has no for- 
mal “new business department,” 
but Ben believes that this, among 
other functions, is part of the 
president’s job. He phoned his 
office in New York and dictated a 
short letter to Mr. Riggio, stating 
he would like to have him know 


questing an interview. He men- 
tioned that he would return to his 
office the following Monday and 
would phone Mr. Riggio then. 


No Specific Presentation 


- When Duffy phoned early Mon- 
day morning, Riggio said he would 
be glad to see him at 11.° Duffy 
brought with him no specific pres- 
entation and no plans. As he told 
AA, he didn’t plug BBDO, but he 
did have some things to say about 
how the agency works, who were 


‘some of its clients, what it had 


done with and for them, and how 
long many of them had stayed. 

BBDO has no Canadian nor 
overseas offices (and so American’s 
Kensitas cigarets probably will 
have to find another home), but its 
nine offices in this country have 
trebled their billings in the past 
decade, from less than $20,000,000 
in 1938 to $59,500,000 in 1947. Last 
December the agency had 980 em- 
ployes, of whom 143 were stock- 
holders. 

Duffy told of BBDO’s teamwork 
under Bruce Barton, chairman of 
the board (who traveled 25,000 
miles last year contacting many of 
the agency’s 150 clients and its 
prospects, and who was in Phoe- 
nix, en route home from Honolulu, 
when the news reached him) and 
Alex F. Osborn, vice-chairman of 
the board, who works mostly from 
Buffalo. 


Up from the Bottom 


Now 46, Ben Duffy started as an 
office boy in the first year of Bar- 
ton, Durstine & Osborn, in 1919, 
before its,merger with the older 
George Batten Company. He grew 
up largely on the space buying side 
but had done almost “everything 
in the place” before he became 
president two years ago. 

Directly under him are three 
executive vice-presidents: J. Davis 


Danforth, in charge of account 


service; Charles H. Brower, in 
charge of creative service, and 
John C. Cornelius, in charge of 
western operations in Minneapo- 
lis, Chicago, San Francisco and 
Los Angeles. Fred Manchee is 
vice-president in charge of mar- 
keting, merchandising and re- 
search. 


Quick Decision 


Mr. Riggio invited Mr. Duffy to 
stay for lunch . . . which ended 
with the invitation to handle 
Lucky Strike. 

AA greeted a breathless Ben 
Duffy by phone at 3:30 the same 
afternoon. He had just come in 
and was getting ready to phone 
the branch office managers. The 
headquarters executives at 383 
Madison (some of whom were 
surprised to see him back unex- 
pectedly from vacation that morn- 
ing) still had not heard the news. 

The next morning Ben took a 
half-dozen top BBDO men down 
to American Tobacco. That after- 
noon he went to the funeral of 
Frank Lawrence, veteran secre- 
tary of BBDO. At 5:30 Tuesday 
your reporter dropped over. 


Plans Indefinite 


The white desk in the corner 
office was covered with flowers. 
Someone had added a sign on it, 
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the desk was a larger sign, “Com 
gratulations.” (There was 
opened pack of Luckies on ti 
other desk in the office.) 
Slender, quiet, looking somehog 
smaller than his five-feet-ten, Bea 
leaned back in his chair, lit 5 
cigar, and tried to relax. He f@ 
it would not be good taste no 
good policy to reveal the content 
of his letter to Riggio, nor what 
they had said. Most of the spe 
cific questions he couldn’t answer, 
He did not know when BBDO 
would take over the Jack Benny 
show, nor the “Hit Parade,” nor 
the magazine campaign. He didn 
know whether there would be g 
summer newspaper campaign. No 
account executive had yet beeq 
chosen. It would be a while be. 


“Hooray for Duffy,” and behind 


@ EXPORT © 
TRADE «SHIPPER 


Circulates in the U. S. A 
It is read 
by Export Managers | 
of 


LEADING AMERICAN 
MANUFACTURERS 


something about BBDO, and re-|: 


for | provides 


the “know how” to assist you in organizing 
your art and copy . . . determining your 
method of printing . . . producing your 
work economically and quickly. Publications, 
catalogs, booklets, direct mail from black and 
white to full color . . . Now over one million 
impressions a day. 


Make your next job 


XCELLO PRESS 


LITHOGRAPHERS PRINTERS BINDERS 


400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS 
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“Com specific plans materialized. 
an the flowers on the desk 
on th a pile of telegrams. They 

me from clients, from media 
omeh yn—some of whom Ben Duffy 
ten Ba ’ known for 25 years—and from 
r, lit secutives of other agencies. Ed 
He f pynning of Ayer and Monty Hack- 
aste nor among others, had called. 
contentg >» Barton had said that this 
or what “one of the greatest compli- 
the spe. mments ever paid to you, the agency 
answer, fpr its people,” and Alex Osborn: 
never been prouder of you 

yor happier.” 
was quite frank in admit- 
le didn’t Ming that this was “the biggest 
ld be g Ming that ever happened to me. 
ign. No @ He was going out for dinner that 
et been Might with some of his associates 
hile be. jo start the long chain of thinking 

nd digging and planning and cre- 
———— [ting to strengthen Lucky Strike’s 


aning sales leadership. 
JWT, Y&R, Esty Deny Bids 


Both J. Walter Thompson Com- 
ny and Young & Rubicam de- 
nied reports that they were in the 
pidding for the Lucky Strike ac- 
count. Y&R said it was not of- 
fered the account and made no 


‘ers effort to get it. Stanley Resor, 
1 jw president, is said to have 

been told by “sources close to Mr. 

CAN} friggio” that “if you come down 
R here the account will be in the 
RS - bag.” Mr. Resor, however, was 
— “not in a position to solicit nor ac- 
————= Icept the account,” and he made 


“no formal overtures.” 

William Esty’ & Co.—which has 
handled‘ advertising of R. J. Rey- 
nolds Tobacco Company for the 
past 16 years—definitely denied 
to AA rumors that it had been 
invited to solicit the Lucky Strike 
account. 

New York financial sources dis- 


stockholders headed by G. W. Hill 
Jr, who resigned as vice-president 
of American Tobacco March 19, 


were waging a proxy fight to un- 
sat Mr. Riggio at the annual 
meeting at Flemington, N. J., 
April 7. 


Directors Own Few Shares 


Such action, it was shown, must 
have approval of the Securities 
and Exchange Commission, which 
would take several days, and 
would require solicitations to 
most or all of the companys 78,000 
stockholders. 

On the other hand, it was 
pointed out that the 17 directors 
of the company, prior to Mr. Hill’s 
resignation, together had only one- 
fourth of 1% of outstanding shares 
—specifically 477 of the 526,997 
preferred, 9,012 of the 1,609,606 
of common A, and 5,513 of the 
3,862,441 of common B. 


In response to queries, Emerson 
Foote, president of Foote, Cone & 
Belding, said last week: “I deny 
with contempt the insinuation or 
implication that our firm’s deci- 
sin to resign the American To- 
bacco account was made with any 
thought or expectation whatso- 
wer of getting the account back 
at any time in the future. The 
decision was made entirely on 
principle—and for no other reason 
in the world. Some people, being 
unable to believe that anything is 
done from an honest motive, thus 
reveal their own character. 

“I refuse to answer or discuss 
a question predicated in any way 
pon the internal affairs of a 
ompany we_have dealt with. I 
eel that to do so would be, on 
my part, the very height of im- 
propriety.” 


Reasons for Split Hinted 


Meanwhile, speculation on the 
eal reason” for the FC&B-Lucky 


Strike split continued unabated. 


While neither agency nor client 


had a single word to say, there 


vas good reason to believe that 


»fir. Riggio’s reliance on the judg- 


counted reports that a group of |’ 


on practically every advertising 
plan, it is said. 

One incident allegedly leading 
to the split involved a slogan that 
Mr. Riggio is supposed to have 
suggested last December, saying 
that U. S. government tobacco 
graders were smoking Luckies. 
The agency is said to have warned 
him that such a slogan should be 
handled with care, and to have 
suggested that “U. S. tobacco 
graders cannot endorse any ciga- 
rets, but a current certified Cross- 
ley poll proves that more of them 
—far more—smoke Lucky Strike 
than any other brand,” could be 
safely used. . 

Mr. Riggio, however, is reported 
to have changed this to “Lucky 
Strike—first choice of government 
experts,” with the result that Sec- 
retary of Agriculture Anderson 
had it stopped after a single ap- 
pearance on the air. 

Another incident is said to have 
involved a “bullseye” slogan con- 
ceived by the agency and ap- 
proved by Mr. Hill, which was 


used for a while and then dropped 
at the insistence of Mr. Riggio. 


NO KOOL DECISION 

LouIsvVILLE—No decision has 
been made with regard to the dis- 
position of the Kool account, Wil- 
liam S. Cutchins, vice-president in 
charge of advertising of Brown & 
Williamson Tobacco Corporation, 
told AA. A handful of agencies, 
including Russel Seeds and Ted 
Bates, which now handle B&W ac- 
counts, is being considered, and 
the company hopes to reach a de- 
cision this week. 

In the meantime, the Kool ac- 
count will continue to be handled 
by BBDO “just as though nothing 
had happened,” Mr. Cutchins said. 


Page and Dollar Volume 
of Outdoor Papers Shown 


In order to set the record 
straight on number of advertising 
pages and dollar linage of leading 
publications in the outdoor field, 
following certain errors and dis- 
crepancies which have previously 


been reported, ADVERTISING AGE 
has contacted Field & Stream, 
Outdoor Life and Sports Afield 
and secured from each publication 
its “official” record of pages and 
dollar volume of advertising (fig- 
ured at the one-time rate) for the 
years 1947 and 1946. 

These figures are as follows: 

Field & Stream, 1947 pages, 
957; 1947 revenue, $1,551,491; 1946 
pages, 982; 1946 revenue, $1,301,- 
Outdoor Life, 1947 pages, 
829.29; 1947 revenue, $1,429,076; 
1946 pages, 859.82; 1946 revenue, 


$1,211,590. 
Sports Afield, 1947 pages, 
855.49; 1947 revenue, $1,804,226; 


1946 pages, 773.97; 1946 revenue, 
$1,154,109. 


Bolin Joins Stephens 

M. R. Bolin, advertising and 
public relations consultant, New 
York, has joined W. R. Stephens 
Company, Minneapolis automotive 
firm, as advertising and public re- 
lations director. He will handle 
the company’s appliance, auto- 
motive and parts division adver- 


tising. 
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Representatives Elect 


The Magazine Representatives’ 
Association of Southern California 
has elected Calvin G. Littlefield, 
Blanchard-Nichols, president. 
Other officers elected are Gordon 
Simpson, Henry & Simpson, vice- 
president; W. A. Dunlap, Farm 
Journal and Pathfinder, treasurer; 
Brian Harvey, Western Advertis- 
ing, secretary, and Byrd Christian, 
assistant secretary. : 


2/2 BILLION DOLLAR 


POULTRY INDUSTRY MARKET 


POULTRY supply dealer 


Pionee? Business Paper Serving The Poultry Industry 


BURRIDGE D. BUTLER, Publisher 


1230 Washington Bivd., Chicago 7, Minois 
Write on Business Letterhead For Market Dota Folder 


& 


FAMOUS SOUNDS on "Inner Sanctum" (Monday 


& 


4 


s, CBS) 


are the squeaking door and the Bromo-Seltzer 
"Talking Train." Latter effect, produced by 
Helen Wogan and the Wright Sonovox, conveys both 
the product name and main selling theme in an 
unusual, memorable style... keeps the program 
near the top in sponsor identification. This 

. Talking Train is also featured in radio spots. 


=| General Mills ‘Trufie 


BONUS FOR READERS. In exchange 


at : 


for the time a 


woman spends with these General Mills Tru-Heat 
Iron ads, she gets practical information on 
ironing. "Service" ads of this type are almost 


NEW YORK + 
CHICAGO + MINNEAPOLIS 


MAKING HALF-PAGE a 


ds stand out in today's jam 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


BOSTON * BUFFALO * PITTSBURGH 


* CLEVELAND * DETROIT 


* SAN FRANCISCO * HOLLYWOOD + LOS ANGELES 


packed women's service magazines poses quite a 
problem. Corning Glass Works, BBDO Buffalo 
client, is more than holding its own with this 
new Pyrex ware series, Formula—a simple, 

open layout with script headline, short copy, 
prominent price display, and big, attractive 
four-color art by illustrator Oskar Barshak. 


for new food dishes. Recipe 


"STRIKE IT RICH." Women like to 


read suggestion 
ads of Golden State 


Company, Ltd., prepared by BBDO San Francisco, 
have had read-most ratings of over 20% in Coast 


ment of his wife and son-in-law, 
Mr. Hackett, was a major bone of 
fontention. Mrs. Riggio and Mr. 
ackett had the last word to say 


invariably better read than usual appliance 

ads. Tru-Heat ads prepared by BBDO Minneapolis 
have helped General Mills sell more than a mil= 
lion of these Betty Crocker irons in 18 months. 


newspaper surveys. Usually rated the best-read 
dairy prodicts ads wherever tested, they drama- 
tize a strong theme-line—"You strike it rioh in 
Golden State"—with an appealing trade character. 
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72 
Four A’s Elect Officers 


Harry Burton, of McCann- 
Erickson, has been elected chair- 
man of the Oregon chapter of the 
American Association of Adver- 
tising Agencies. Other officers 
elected are: Hal Short, Short & 
Baum, vice-chairman, and Wayne 
Leland, House & Leland, secre- 
tary-treasurer. 


GN6&R Adds Two 


Tribune and Scrantonian, 
Scranton, Pa., have appointed Gil- 
man, Nicoll & Ruthman as their 
‘Mational advertising representa- 
tive effective April 6. 


‘Fulton Lewis, Jr. 


Foremost commentator 
of national news. 


Tops in his field. 


Write or wire for other 
availabilities. 


6:00 P.M. Mon.-Fri. 


52 time rate (talent in- 
cluded), Per week only 


$72.50 


FREMONT, NEBRASKA 
"Mutual" 


AVAILABLE NOW 


Advertising in the 


Flour for Europe . 
Deal Tested by 
Fisher Mills 


SeatTLE—Now it’s box tops for 
Europe. 

Fisher Flouring Mills Company 
has launched a test campaign in 
the Seattle area offering to donate 
2% pounds of flour in return for 
each box top from a 2% pound 
box of Fisher’s Biskit Mix. 

Promoted by spot radio and 
1,000-line newspaper copy, the 
offer is pushed with the appeal: 
“How you can send flour for 
Europe at no cost.” It was de- 
veloped as a good will builder, 
recognizing that what stops many 
people from helping Europeans is 
the bother of translating their 
wishes into actual aid. 

Under the Fisher plan, flour 
will be given directly to CARE 
and other established European 
relief organizations for shipping 
and distribution. The test offer 
ends May l. 

Initial response has been high. 
As one part of the test, an A&P 
food store established a “receiv- 
ing station” in the store where 
customers, buying Fisher’s Biskit 
Mix, could tear off the outer wax 
wrapper and drop it in a container 
for “Flour for Europe.” 

Direct mail is being used to 
reach church and other organiza- 
tions and is being followed up 
by telephone. Community, for- 
eign-language and union papers, 
not normally on the Fisher sched- 
ule, are employed in this test. 


Pacific National Advertising 


Test it in farm markets 


Grocery product sales managers are de- 
voting attention to rich farm markets 
. . . using Burgoyne test cities such as 
Cedar Rapids, South Bend and Bloom- 


ington. 


They are employing the Burgoyne flex- 
ible “market-study set-up” to pretest 
their new plans . . . new products... 


and merchandising promotions. 


In your 1948 plans, gear your Burgoyne 
sales test to the strongest local grocery 
advertising medium—the newspaper. 


You will get a “first report” answer in 


a hurry! 


CEDAR RAPIDS 


Market summary: City zone 
population (estimate): 81,- 
300. 


Retail: Metropolitan shop- 
ping center of eastern Iowa. 
More large department and 
dry goods stores than any 
cther city in Iowa. 183 
grocery stores! 


Manufacturing: One of 
world’s leading manufactur- 
ing centers of road build- 
ing machinery. One of 
nation’s principal grain 
processing centers. Iowa’s 
most diversified manufac- 
turing center. 


Newspaper: CEDAR 
IDS GAZETTE covers city 
and Linn County 100%. 
Over 54,000 daily and Sun- 
day circulation in 16 East- 
ern Iowa counties. 


DIXIE TERMINAL 


CINCINNATI 2, OHIO 


Test Stage 


LOUR-POR EUROPE 
AT NO COST 


NO MONEE TO NO PARCELS TO PACK: 


BISKIT 


FLOUR FOR EUROPE—Fisher Flouring 
Mills’ latest test ads in the Seattle 
market inform readers that the com- 
pany will send a 2!/, pound bag of 
flour to Europe for every 2!/2 pound 
box of Biskit Mix purchased. 


Agency, Seattle, handles the ac- 
count. 


ATLANTIC CITY HOTEL 
MAKES VIDEO AD TEST 

ATLANTIC CrtTy—Chalfonte-Had- 
don Hall, on the boardwalk here, 
has begun a 13-week test video 
campaign advertising the hotel’s 
facilities, over WFIL-TV, Phila- 
delphia. 

The resort hotel has been run- 
ning newspaper and magazine ads, 
for some time, through Lamb, 
Smith & Keen, Philadelphia. The 
twice weekly, one-minute spots 
use a motion picture showing the 
hotel, its private beach and recre- 
ational facilities, with background 
music titled: “On the Boardwalk 
at Atlantic City.” The series may 
eventually be extended to other 
cities in the hotel’s primary mar- 
ket areas. 


JEWELER’S RADIO 

PROGRAM SUCCESSFUL 

St. Lours—Stone Bros. Credit 
Jewelers reports a successful re- 
ception to a test radio program it 
has used since March 1 over Sta- 
tion KWK here, and will prob- 
ably expand its use. 

The 15-minute program, heard 
five days weekly, is built around a 
contest offering a diamond ring 
and other jewelry as weekly 
prizes. The four Stone stores here 
also promote the contest througa 
window displays, newspaper ads 
and direct mail. 

Roman Advertising Company 
was recently appointed to handle 
the account. 


REPCAL TESTS VIDEO 


Mfg..Company has begun a series 
of four-minute television spots 
over KTLA here, in a test to de- 
termine whether video demonstra- 
tions of Repcal’s plumbing fixtures 
can spur dealer interest. 

Although never a heavy adver- 
tiser, the 30-year-old company has 
national distribution, and if the 
test is successful, the demonstra- 
tions will be filmed for use on 
television stations throughout the 
nation. 

Anderson Advertising Agency 
here handles the account. 


Issues Booklet 


Corporation Trust Company, 
New York, has published a new 
booklet entitled “What Does a 
Transfer Agent -Do,” which gives 
description of a good transfer 
agent’s services and operations. 
The booklet is being distributed 
through CT’s 24 offices and by 
direct mail to a selected group of 
corporation officers and their at- 
terneys. Additional copies may be 
obtained free of charge upon re- 


quest. 


Los ANGELES — Repcal Brass! 


Ad Council Names 
Young Coordinator 


of Bond Drive 


New Yorx—Thomas H. Young, 
director of advertising for United 
States Rubber Company, New 
York, has been appointed coordi- 
nator of the Advertising Council’s 
United States savings bonds cam- 
paign. 

He will coordinate the activities 
of the volunteer agencies, the 
Treasury Department and the 
council in intensifying the cam- 
paign to encourage more Ameri- 
cans to participate regularly in 
the Treasury’s payroll savings 
plan and the bond-a-month plan, 
particularly during the security 
loan drive between April 15 and 
June 30. 

_ The volunteer agencies on the 
campaign are: Young & Rubicam, 
J. Walter Thompson Company, 
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G. M. Basford Company, hwy 
& Beatty, Joseph Katz Comp 
Albert Frank-Guenther Law, 
Grey Advertising Agency. j 
T. Gibson, chief, advertising § 
son, represents the Office of @ 
ernment Reports. ; 

Rector Ferrier is the counm 
staff campaign manager on 
project. 


‘Greatest Story’ Is as 8 
Goodyear Tire Program § 
In the story in the March ge! “ 
issue, reporting CCNY’s aig ollov 
awards, AA was off the beam 
crediting U. S. Rubber Compay 
as the sponsor of “The Greats 
Story Ever Told.” Goodyear ¥ 
& Rubber Company is, of coupes 
the backer of the program. 
Rayshow, Inc., its producer, 
receive a plaque for “creation , 
the outstanding radio program q 
1947” at City College’s fourth » 
nual conference on business gpapar © 
radio in New York, April 14 


PUBLICATION PRINTER: 


PAPER BOX MAKERS 


GRAPHIC ARTS MONTHLY 
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qertising Age, A 
burridge Butler, 
hwner of ‘Prairie 


Dies 
fice of paornix — Burridge D. Butler, 


Myplisher of the Prairie Farmer 
he coungj wner of Station WLS and 


ipril 5, 


iny, 

Z 
r Law, 
ency. 


ger on jona proper- 

. yy in the Phoe- 

hospital. He 
is as 80 years old. 
r Mr. Butler died 
complications 
NY’s a fall 


he beam gape suffered sev- 
r days earlier 
he Greatedmenile walking in 
odyear ne citrus grove 
» Of COUR; his ranch 
pram The shock 


B. D. Butler 


Mdyanced a heart ailment. 
program off Mt. Butler was born in Louis- 
fourth gngpille and in his teens was a street 

usiness conductor and steel mill 


orker. He early became a news- 
baper man, however, and one as- 
ignment was reporting on the 
shnstown Flood in 1889 for As- 
cisted Press. He was associated 
many newspapers in Grand 
Sapids, Mich.; St. Paul, Minne- 
ipolis, Kansas City, Omaha and 
Res Moines, and at various times 
bd owned 15 newspapers. 
Mr. Butler planned to retire at 
page of 40. However, he bought 
@ Prairie Farmer in Chicago in 
608 and later became its editor. 
m 1928 he bought WLS, and ex- 
Manded the Chicago station from 
‘SCREEN $000 to 50,000 watts. The same 


April 14 


BINDE®; 
WSPAP 


ear he came to Phoenix to reside. 

| hae t that time, he recently recalled, 
Maysicians gave him only two 

GRAVES fears to live. 

Pee Mr. Butler was also owner at 
Miiaaees death of Station KOY here, 
Mation KTUC in Tucson and the 

Farmer. 


M. LAWRENCE, 
See) YEARS WITH BBDO, DIES 

a GLEN RIDGE, 
N. J.—Frank M. 

Lawrence, 75, for 
the past 35 years 
secretary of Bat- 
ten, Barton, Dur- 
stine & Osborn, 
New York, died 
on March 27 at 
his home here. 
Mr. Lawrence 
had been with 
the organization 
for 52 years. He 
oined the George Batten Com- 
any in 1896 as a stenographer 
nd six months later became a 
pace buyer. After the Batten 
ompany was incorporated, Mr. 


Frank Lawrence 


Mr. Lawrence has remained ac- 
ive in space buying. Executives 


INK B. HARRISON 

Corpus Curist1, Tex.—Frank B. 
atrison, founder and publisher 
ff the Corpus Christi Press, died 
here March 12. He was a former 
anaging editor of newspapers in 
ouston and Beaumont. 


D L. BUTLER 

New Yorx—-Edmund L. Butler, 
6, production manager of G. M. 
pastord Company, died March 25 
t Saranac Lake, N. Y. He had 
een with the agency continuously 
ince its organization in 1916. 


BurLINcTON, — William B. 
bomerset, 73, who retired as presi- 
ent of A. McKim Advertising in 
921, died here March 26 follow- 
€ a long illness. He joined the 
gency in 1903 and was the first 
Manager of the Toronto branch, 
Which he opened. At one time he 
Was on the staff of the Winnipeg 


GENT? 


Free Press, of which his father 
was business manager. Since his 
retirement he had devoted him- 
self to his dairy and fruit farm 
here. 


HARRY S. WEBSTER 

San BERNARDINO, CaL. — Harry 
S. Webster, former general man- 
ager of the San Bernardino Sun, 
who sold his stock interest in that 
paper in 1945 and retired because 
of illness Jan. .1, 1947, died here 
March 30. He was 61 years old. 

Mr. Webster, who had been con- 
nected with the Sun for almost 35 
years, was the first president of 
California Newspaper Publishers 
Association, was active in the 
American Newspaper Publishers 
Association, and had served as a 
director of the Audit Bureau of 
Circulations from 1935 until the 
end of June, 1947. 


Lindeke Agency Moves 

Lindeke Advertising Agency, 
Los Angeles, has moved to 6015 
W. Third St. 


Davis $990 Autos 
Going Ist to Far 
West Market 


(Picture on Page 1) 

Van Nuys, Cat.—Davis Motor 
Car Company’s three-wheel “full- 
size” automobile goes into produc- 
tion this month, the first really 
revolutionary make introduced in 
any quantity since before the war. 

Production—which is mechan- 
ically more like airplane produc- 
tion than automobile assembly—is 
expected to total only about 100 
cars daily for the first few months, 
and distribution and advertising 
will be confined to 11 Far West 
states. 

Selling at $990, the speedy, 
streamlined aluminum car is said 
to have created more than enough 
demand already in southern Cali- 
fornia to take care of all produc- 
tion for some months. Only a few 
token shipments will be made to 
areas outside the West Coast. 


Current advertising is local, 
chiefly consisting of newspaper 
display space supporting dealer 
showings. Garry Davis, president 
of the company, is participating | 
in all showings with a demonstra- 
tion of the car’s maneuverability, 
its airplane-type brakes, etc. 
W. B. Geissinger & Co., Los An- 
geles, was recently appointed to 
handle the account. 

When capacity is increased, dis- 


the Nashua Mills division of Tex- 
tron, Inc., New York, has been ap- 
pointed merchandise manager of 
the division’s blanket department. 


Compton Drops Wheatena 


Compton Advertising, New 
York, last week resigned the ac- 
count of Wheatena Corporation, 
Rahway, N. J. The resignation 
was announced “jointly.” 


tribution will be expanded on a 
sectional basis, probably on a line 
moving through the Southwest, 
Midwest and eastward. To keep 
the “$1,000-car” appeal, regional 
assembly plants will be set up to 
permit delivery at low cost. Davis 
plans call for considerable sub- 
contracting. To date, Davis has 
appointed 110 dealers in western 
states but plans to make no dealer 
appointments elsewhere until pro- 
duction expands. 


Nashua Appoints Rushon | 


Earl Rushon, former salesman 
covering the Boston territory for | 


LUCK 


Wal bay amateur cau se 


TOT 


YPE 


poste 


1415 ROSCOE ST., CHICAGO 13 


NEW SOUND SLIDEFILM UNIT! 


Look perfect? Try it and see! The Sound- 
view is a dream unit. It does everything you 
ever wanted sound slidefilm to do. 


Check these features against your budget and 
your present or planned equipment: 


AUTOMATIC—The new automatic feature allows you to 
operate the entire unit with no string pulling and no audi- 
ble signal on the record. The machine operates smoothly 


and quietly by itself. 


BRIGHTER PICTURE— The Viewlex projector gives your pic- 
ture more light with less heat than any other projector. 
Special coated lenses insure bright undistorted projection— 
a patented frame change device protects your films against 


scratching. 


PUSH-BUTTON-CONTROL-—A push button easily concealed 
in the hand allows the operator to change the frames manu- 


ally from any distance. 


QUALITY SOUND—The loud speaker in the Soundview is 
encased in an acoustically corrected section of the carrying 


This equipment is manufactured especially 
for Automatic Projection Corporation by: 
SYLVANIA ELECTRIC PRODUCTS INC. 


ELECTRONICS DIVISION 


~ 


case— 


speaker rattle. 


CONTROL BOARD—Especially designed for easy and rapid 
control of all the Soundview facilities this board contains 
volume, tone, push-button input, Manual-Microphone- 
Automatic switch, speaker output, on-off, microphone in- 
put, and phonograph motor control. 


OTHER FEATURES—U nit can be operated at 78 or 3314 RPM 
—special light weight pickup arm—unit not much larger 


than portable type- 
writer — lens easily ac- 
cessible for cleaning. 
Weight — 22 pounds! 
Send for illustrated ac- 
cessories list. 


All your present records 
and slidefilms operate 
perfectly on this new unit. 
Records can be converted 
for automatic use at a 
small cost. 


‘loud” means high amplification and not distorted 


A Product of Automatic Projection Corporation 


131 WEST 52nd ST., NEW YORK 19, N. Y. 
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Grand Jury Levels 
Lobbying Charges 
at Savings Group 


Wasnincton—A federal grand 
jury here Tuesday indicted the 
United States Savings and Loan 
League of Chicago and Washing- 
ton of violating the Federal Lob- 
bying Act of 1946. 


WHAT’S GOING ON? 


publicity, for making and 
mar » for com- 
petitive files and for de 
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This was the first indictment 
issued as ‘a result of a special 
Justice Department campaign to 
test the law, which requires 
periodic reports from all individ- 
uals and organizations whose 
“principal” activity is to influence 
legislation. 

The National Association of 
Real Estate Boards, a second 
group that has been prominent 
in housing and rent discussions 
here, reported last weck that Jus- 
tice Department investigators had 
visited its office to study lobbying 
records. 

Charges Denied 

The association, which is cur- 
rently under an anti-trust indict- 
ment charging fee-fixing, said it 
was giving full cooperation to the 
government investigators. 

The Savings and Loan League, 
representing 3,600 savings and 
loan institutions and cooperative 
banks, said that at “no time in its 
56 years has it engaged in any 
activities that could conceivably 


be construed as unlawful.” Three 
of its executives—Morton Bod- 
fish, executive director; Horace 
Russell, general counsel, and Ab- 
ner Ferguson, Washington coun- 
sel—are registered lobbyists. 

In issuing its indictment alleg- 
ing that the league itself should 
have registered, the grand jury 
said the league solicited, collected 
and received money “to aid in the 
accomplishment of passage of leg- 
islation by Congress beneficial to 
league members,” whose total as- 
sets were said to comprise $9 
billion. 


Transfers Woolner 

Jam Handy Organization, De- 
troit, has transferred Sidney Wool- 
ner from the sales and contact de- 
partment to the slide film produc- 
tion department as administrative 
assistant. 


Wylie Is Named 

Porter Wylie & Co., New York, 
has been appointed eastern ad- 
vertising representative of Auto- 
motive Retailer, Morristown, N. J. 


Toni’s "Nora Drake’ 
on Both NBC, CBS 


“This Is Nora Drake,” daytime 
serial sponsored by Toni Com- 
pany division of Gillette Safety 
Razor Company, will continue to 
be heard over NBC at 11-11:15 
a.m., EST, and also will be spon- 
sored by Toni on CBS at 2:30- 
2:45 p.m., EST, starting May 14. 
Also, from April 12 to early May, 
CBS will carry “Nora” sustaining 
in the afternoon slot. 

This arrangement gives Toni, 
through Foote, Cone & Belding, 
six radio programs. Besides the 
two “Nera” shows, it is starting 
sponsorship of “Crime Photog- 
rapher” on CBS; sponsors “Give 
and Take” on CBS and quarter 
hours of “Ladies Be Seated” and 
“Breakfast Club” on ABC. 


Appoints Bromel 

Harold Bromel, formerly gen- 
eral manager of Carl Bromel & 
Sons, advertising display and ex- 
hibit company, has been appointed 
Detroit district sales representa- 
tive of the Chicago Show Printing 
Company. 


They Celong 


LIKE A HORSE AND RIDER 


The most successful salesmen are those who ride their advertising 
for all it's worth. And it's worth plenty, too, as long as they travel 
together over the same road. It's easy to route your advertising 
as you route your salesmen in Pittsburgh's Post-Gazette—the only 
newspaper that will work with them in selling the million central 
city people—then travel beyond in a 50-mile radius to help sell 
the two million more who live in and around the neighboring 
144 cities and towns of 1,000 to 70,000 population. 


_| outdoor space at the stadium. 


sing Age, Ap 


Beer, Tobacco, Cagle 
and Gas Companiggas! 
fo Air Baseball 


(Continued from Page 1) 
son Company, will televise ™ 
of the schedules of the Dodge, 
with Old Gold, over WCBS#y 
the Washington Senators, 
Philco; the St. Louis Carding 
with the St. Louis Ford deals 
over KSD-TV, and the Chie 


Cubs with Chesterfield 
WBKB. 

Griesedieck Brothers Brews 
Company, St. Louis, will air & ent 
Cardinals’ contests over 41 stations ¢ 
including 15 FM outlets, in § 
states. The games will origing 
at WTMV, St. Louis. Alc 
Ryan handles this account. i 

Old Gold Heavy 

P. Lorillard Company, via I, 
nen & Mitchell (AA, Dee, Censt 
again will carry a heavy basebai montt 
schedule. In addition to’ tg trade 
Dodgers’ telecasts, the <imil: 
maker will share cost of the Bums 
broadcasts over WHN, New York! F 
with General Foods. Inder 

In addition, Old Gold will pa Hous 


for half of the broadcasts of tha. 
Chicago White Sox and Cy 
Walgreen Drug Company is tog 
sponsor for the broadcasts to } 
heard on WJJD and WIND 
spectively. Old Gold also cove 
the Atlanta Crackers’ games a 
WBGE, Atlanta. 

Liggett & Myers Tobacco Com 
pany, through Newell - Emmef 
Company, will foot the AM bil 
for the Washington Senators, ap 
the AM (over WMCA) and te 
vision (over WNBT) bills for th 
New. York Giants. In the latte 
case the company has preemp 


Diamond activities of the D 
troit Tigers will be televised an 
broadcast by the Goebel Brewin 


Company. Brooke, Smith, Frend 
& Dorrance is the agency. Tim™it non 
for the telecasts has been clear 
on WWJ-TV, but stations for tiog 
broadcasts have not yet been am.” re 
signed. pther 
Browns Unassigned opt 
Standard Brewing Companjid ‘for 


Cleveland, will carry the 
schedule of the Indians on W. 
(FM and AM). The contract w 


|signed through Gerst Advertisin 


Agency, which is considering adi 
ing more AM and FM station 
Bill Veeck, president of the 
dians, has not announced a det 
sion on telecasts of the games. 
Last year’s champions, & 
Yankees, may be seen over WAB 
and heard over WINS. P. B 
lantine & Sons, via J. Wali 
Thompson, pays the television 
and shares the broadcast expense 
with White Owl cigars. 
Thirteen stations in four stat@fare 
will broadcast the games of @ 
Cincinnati Reds under the spo 


sorship of Burger Brewing Com be fi 
pany. Midland Advertising Comg econo 
pany bought the time. Originatiii—rlier 


station is WCPO, Cincinnati. Te 


casts, from WLWT, also will  Instit: 
sponsored by Burger. rers, 

Only major team which has B@ncil, ; 
yet attracted a backer for @il™stry, 
waves coverage is the Ameritiice ex; 
League club in St. Louis. ntial t 
rights for the Browns’ games Ba¥on pr 


been assigned to WIL. KSD=iity. 
will carry the telecasts. 


Fairchild Elects Ward © 
J. Carlton Ward Jr., preside 

has been elected chairman of 

board of Fairchild Engine & / 


plane Corporation, New Yom. 

Lawrence B. Richardson, formegned 
vice - president and executive @F's fr 
sistant to the president of Curtifies o 
Wright Corporation, has b@@e ba: 


‘named president of Fairchild. 
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Cites 
Value as 
| fonomy Safeguard 


Hears et Cut 
on Budget 
American Mar- 
ng Association President Wroe 
told the Senate appro- 
eld om tions committee Wednesday 
a well rounded program of 
mM ent census statistics is “one 
air Zine principal safeguards” pro- 
: ing the country from bad 
S, I G¥il.ess decisions which lead to 
ressions. 
— . Alderson was one of a half 


prominent representatives 
y marketing and other business 
industrial groups appealing 


Via Teng least partial restorations of 
Dec. 16f Census Bureau’s 1949 budget 
baseball monthly and quarterly reports 
to th@ trade, production, population 
the aie similar subjects. 

lew York! Funds Cut Twice 


mder action already taken by 
Pah House, funds for these pur- 
es have been cut for the sec- 
OH successive year, to a level of 
broximately $3,700,000, com- 
od with $9,200,000 available 
the identical purposes in fiscal 
(AA, March 15). 

he appropriations subcommit- 
headed by Sen. Joseph Ball 
, Minn.) also heard E. J. Car- 
director of economic re- 
rch for Sharp & Dohme, Phila- 
phia, and vice-chairman of the 
census committee, who 
ned that no combination of 
“vate or governmental statistics 
be substituted for census ma- 


long the same line, it heard 
B. Henderson of the air con- 
Wioning and refrigeration ma- 
Mery industry complain that 
st non-governmental statistics 
“of limited scope” or are 
ised on questionable assump- 
” resembling “a crate tied 
pther by bailing wire.” 
And even these, when stripped 
yn, are frequently found to de- 
d for their authenticity on 
c material taken from the 
sus Bureau,” Mr. Henderson 
lained. 


Requests Not ‘Habitual’ 


ion his appearance, Mr. Carroll 
ed the committee that AMA 


d a dec not habitually request in- 
games. ed appropriations for gov- 
ons, ment agencies, noting that as 
er WABMEntly as 1945 it had appeared 


pal as to a Census Bureau 
ec 

flating the use of census re- 
in production and market 
ning at Sharp & Dohme, he 
yur sta@fared, “As business men, we 
2s of not afraid to ask that money 


vision 
e K DEMS? 


he spoiinvested where ‘dividends will 
ing Comfh be forthcoming for the gen- 
ing Comm economy.” 


riginatin 
ati. Tele 
» will 


prlier the committee heard 
esentatives of the Cotton Tex- 
Institute, representing manu- 
rers, and National Cotton 
cil, representing the entire 
ry, declare that no alternate 
€ exists for marketing facts 
ntial to the research and pro- 
On programs of the cotton in- 


ells Cotton Industry Use 


iting the steps that have 
taken by the cotton industry 
old its markets against com- 
materials, Robert C. Jack- 
mot National Cotton Council 
mined that dozens of census 
$s from the consuming in- 
ies of cotton goods are the 


THREE CENT MEAL—This new Multi- 
Purpose Food, packed by Gentry, Inc., 
Los Angeles, is an all-vegetable “three 
cent meal" of high protein value based 
on a formula developed at the Cali- 
fornia Institute of Technology for Meals 
for Millions Foundation, a non-profit 
organization. The foundation makes the 
food available at cost to relief agencie- 
for supplementing inadequate diets of 
the world's underfed. 


search and sales promotion pro- 
grams of his industry. 

Explaining that there are more 
than 150 major uses of cot 
Mr. Jackson said that “only the 
government” is in a position to 
maintain the kind of fact-gather- 
ing service necessary for an in- 
dustry of the ramifications of the 
cotton industry. 

He explained how his associa- 
tion was able to follow ups and 
downs in the consumption of cot- 
ton in the hundreds of major and 
lesser consuming industries as a 
result of the census reports, and 
to set up research and promotion 
programs in response to the fig- 
ures. 


‘Taken for Granted’ 


“We've taken this service for 
granted for so long,” Mr. Jackson 
said, “it is hard to visualize how 
we will get along if Congress goes 
through with the proposal to re- 
duce the scope and frequency of 
the reports.” 

The committee got an entirely 
different story from Alvin A. 
Burger, director of research for 
the National Association of State 
Chambers of Commerce, who 
warned against “a constant 
temptation to overdo statistics.” 
Urging that the committee stick 
to the House cuts, and make deep- 
er ones if feasible, Mr. Burger 
declared: “If any business organi- 
zation writes you or sends repre- 
sentatives to you requesting that 
any of the House cuts made in 
Commerce Department appropria- 
tions be restored, please deny such 
requests with all the vigor at your 
command.” 

Mr. Burger questioned whether 
many of the census reports “serve 
any real public interest.” 

“There is a human tendency on 
the part of all statisticians to seek 
new worlds to conquer,” he said. 
“We soon learn there is no end 
to the amount and variety of sta- 
tistics that can be collected in a 
social and economic organization 
so vast and so complex as the 
United States.” 

Hearings on the census budget 
will continue next week, with bu- 
reau officials scheduled to appear. 


Esso Cuts Prices 


Esso Standard Oil Company, 
New York, placed ads in 45 
newspapers in 18 states last week 
announcing price reductions on 
more than 350 products, with the 
exception of gasoline. The agency 
is McCann-Erickson, New York. 


Stonewall to HG&S 


Stonewall Products Company, 
New York, maker of watch brace- 
lets, has appointed Hanson, Ger- 
ber & Shaw, New York, to handle 


® basis for developing re- 


its advertising. 


addition, 1,200 outdoor posters in 


Last Minute News Flashes 


Drackett Runs Six City Drive for Garbex 

CINcINNATI—The Drackett Company is using newspapers in six 
cities promoting Garbex, a new product which prevents garbage odor. 
Young & Rubicam, New York, is the agency. 


Universal Chest-A-Seat Makes Video Debut 

New Britain, Conn. — Landers, 
Universal household helps, will make its video debut with a half-hour 
program on WABD, New York, on April 21 as part of its new Uni- 
versal Chest-A-Seat campaign. The company will offer Universal 
customers the Chest-A-Seat for their old cleaner with the purchase 
of a new Universal tank-type cleaner. Four-color ads will run during 
April and May in Bride’s, Collier’s, Farm Journal, House & Garden 
and Look, and dealer co-op ads will appear in 163 newspapers. In 


Frary & Clark, manufacturer of 


119 markets will carry messages. 


The agency is Goold & Tierney, New York. 
Emerson Extends Copy for New Video Set 


New YorK—Emerson Radio & Phonograph Corporation, which last 
week introduced a new “image perfection” television set ($269.50) 


with full-page ads in New York dailies, will enter the Philadelphia 


and Washington markets in a couple of weeks. Newspaper space, 
through Grady & Wagner, will be used for this introductory drive. 


6 O’Clock Foods Uses Money-Back Offer 


NorRISTOWN, Pa.—6 O’Clock Foods, Inc., is using newspapers in 18 
markets offering buyers of 7-Minit lemon or chocolate pie the pur- 


the pie. 


chase price back for the one box-top and a letter on how they liked 
The agency is Roy S. Durstine, Inc., New York. 


Cosby Tests Perfume Hairbrush in N. Y. 


New YorK—Cosby Brush & Import Company, United States dis- 


tributor of Kent of London products, is launching a test campaign 


here this month for the Kent-Cosby Allure perfume hairbrush in 


New York. 


, | Playbill, Promenade and The New Yorker; New York Herald Tribune, 
’| Sun, Times and World-Telegram, plus 10 quarter hours of semi-clas- 
sical music weekly on WQXR. Agency is Needham & Grohmann, 


NBC Signs WLWT 
for Kinescoped 
Telecast Service 


CINcINNATI—NBC television pro- 
grams will be available’ to Cin- 
cinnati audiences in a few weeks 
as the result of a contract signed 
March 31 by the network and 
Crosley Broadcasting Corporation, 
operator of WLWT. 

NBC network programs will be 
speeded to Cincinnati by Kine- 
scope film recording, and many 
will be scheduled within 24 hours 
of their telecasting in New York, 
according to a joint announcement 
by James D. Shouse, president, 
and Robert E. Dunville, vice- 
president of Crosley. 

Among the top ranking shows 
which Cincinnati viewers will see 
in the next few weeks are “Fox 
Movietone News,” sponsored by 
Camel; “Kraft Television Theater,” 
“Sports Shorts,” sponsored by 
U. S. Rubber Company, and 
“Author Meets Critics.” The con- 
tract also will bring to WLWT 
boxing matches sponsored by Gil- 
lette, among them the forthcom- 
ing Louis-Walcott fight. 

Network contracts for WLWC, 
Columbus, and WLWD, Dayton, 
television stations to be erected 
by Crosley Broadcasting later this 
year, also were drawn up with 
NBC and will be signed in the 
near future. Kinescope film re- 
cordings of the NBC television 
programs will be used until com- 
pletion of a coaxial cable to Cin- 
cinnati. 


Ayer Closes in London 


The London office, one of two 
remaining overseas offices of N. W. 
Ayer & Son, has been closed. An 
agency executive said that the 
move would not result in a reduc- 
tion in international billings now 
handled from offices in this coun- 
try. “Purely British accounts” 
will be affected by closing of the 


| office. Ayer still has an office staff 


functioning in Honolulu. 


Two olen Atkinson 


George P. Hixon, formerly as- 
sistant to the director of public 


of publicity and public’ relations 
of Harry Atkinson, Inc., Chicago, 
hotel advertising agency. Harry 
B. Miller has been named head of 


the radio department. 


relations of the Chicago Motor 
-|Club, has been appointed arena 


Jergens’ Winchell 


‘|Tops Hooper List 


New York — Walter Winchell 
for Jergens on ABC took first 
place—at 29.0—on the March 30 
Hooper report. “Fibber McGee 
and Molly” (NBC), sponsored by 
S. C. Johnson & Son, was second 
with 26.8. 

Other leaders: 

Radio Theater (Lux), CBS...26.1 
Jack Benny (Lucky Strike), 

NBC 
Fred Allen (Ford Dealers), 

NBC 
Bob Hope (Pepsodent), NBC.23.4 
Charlie McCarthy (Standard 

Brands), NBC 
Amos ’n’ Andy (Rinso), NBC.23.3 
Red Skelton (Kools), NBC...21.8 
My Friend Irma (Swan), CBS.20.9 
Bandwagon (Fitch), NBC....20.2 
Truth or Consequences (Duz), 


Godfrey’s Talent Scouts . (Lip- 
Mr. D. A. (Bristol-Myers), 
18. 
Duffy’s Tavern (Bristol - My- 


Average evening sets-in-use of 
33.1 was down 1.9 from the last 
report and up 0.6 from a year ago. 
Average rating was 10.6—down 
0.8 from last report and 0.1 from 
a year ago. 


‘PM's’ Status 
Continues in Doubt 

The status of PM, Marshall 
Field’s New York tabloid, contin- 
ued in doubt last week. A spokes- 
man for Mr. Field told AA there 
were “two or three prospects” in- 
terested in buying the newspaper, 
but that none of them had sub- 
mitted a final offer. 

The spokesman admitted the in- 
terest of Leonard Finder, pub- 
lisher of the Manchester Ledder, 
and Mrs. Elinor S. Gimble, but de- 
clined to say whether they were 
included in the “prospects” men- 
tioned. He scouted published re- 
vorts that Mr. Field might take as 
little as $300,000 for the news- 
paper, pointing out that the build- 
ing is assessed for $500,000, and 
that there are “at least $1,000,000 
in hard assets in PM. 


Barrett to DuMont Net 


Halsey Barrett, formerly sales 
promotion manager of television 
for CBS, has been appointed man- 
ager of station relations for the 
DuMont Network, with offices in 
New York. 


N. Y. Job Shops 
Still Struck; 
Dailies Operate 


(Continued from Page 1) 
foremen, according to ITU cus- 
tom; 

(2) The job shop situation con- 
tinued to be tied up in strikes. 
Employers began to recede from 
their firm stand for a 40-hour 
week, indicating that they might 
settle for the previous 36% hour 
week, but steadfastly declined to 
take down the posted 40-hour no- 
tice until they had completed ne- 
gotiations; 

(3) A iaduatt narrowing of the 
gap between the wage “Big Six” 
wants and the wage the employers 
say they’ll grant; 


Local 6 Advertises ah 


(4) The emergence of the union 
into advertising. Lecal 6 took the 
arithmetic of the employers (who 
have said to grant the wage de- 
mands of the local would raise 
printing prices 25%) sharply to 
task. The union noted a “report” 
in the New York Times that the 
employers had moved their offer 
up from 10 cents an hour increase 
for 40 hours ‘to 19 cents an hour 
increase for 36% hours, and dis- 
puted the 25% cost increase. (The 
employers had based the 25% fig- 
ure on the union’s original demand 
of 53 cents an hour more over the 
present $2.23 scale); 

(5) Theodore W. Kheel, direc- 
tor of the city’s labor division, 
said he thought the formula 
reached between the ITU and the 
job plants would not run afoul of 
the federal court injunction is- 
sued in Indianapolis against the 
ITU; 

(6) It seemed that the Vari- 


5|Type arrangements reportedly 


prepared by New York newspapers 
were not going to be used. With 
the news of the Indianapolis in- 
junction, newspaper publishers 
here got assurance from Laurence 
H. Victory, head of Local 6, that 
the union would withhold strike 
action “as long as progress is be- 
ing made in negotiations for a 
new agreement”; 


NLRB Sees Solution 


(7) Hearings scheduled for last 
week before the NLRB by the 


5|Printing Industry of America 


against the ITU and its locals in 
New York and other cities were 
postponed until April 6 at the 
motion of NLRB. Informed opin- 
ion seemed to be that the post- 
ponement was partially dictated 
by the possibility of getting a con- 
tract based on the formula mu- 
tually worked out between ITU 
and the employing printers of 
New York; 

(8) New York newspaper pub- 
lishers have already granted 


stereotypers an increase from $69 - 


a week to $84.50, the first boost 
since February, 1946; 

(9) Some periodicals which 
could not complete alternate ar- 
rangements. went into Vari-Type 
composition. Along with Radio 
Daily and Film Daily, Skyways 
and Cue last week donned the 
new look in publishing. 


Kelvinator Buys ABC 
News Broadcast 


Edwin C. Hill will comment on 
the news five minutes daily under 
the auspices of the Nash-Kel- 
vinator Corporation, Detroit, start- 
ing April 26. The broadcast—ex- 
cept in New York, where it will 
be aired at 6:30—will be heard 
over ABC at 7 p.m., EST. 

Contract for the newscast was 
signed through Geyer, Newell & 
Ganger. Commercials will feature 
Kelvinator refrigerators, electric 


ranges and home freezers. 
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BARNEY GOOGLE - 


SPARKY, OLD FELLOW, YOU RUN 
IN THE DERBY TOMORROW -- 
I'M GONNA WATCH OVER YOU 
LIKE YOU WUZ THE 


NOBODY COMES WEAR 
HERE, NOBODY !! 

IF YOU SEE ANYONE 
SHOOT! THEN ASK 
QUESTIONS 


I WONT MOVE FROM 
TAIS SPOT UNTIL THE 
RACE. SPARK PLUG, 
WINNING THAT DERBY 
IS GONWA BE THE 
BIGGEST IV 
YOUR LIFE--I HOPE 


you say HE Y HESA NA 


10 GENTLEMEN! 
(GENTLEMEN! 
T CAN EXPLAIN 


I WAS MERELY SENT HERE TO INQUIRE 
WHETHER SPARK PLUG WOULD WI) THE 
DERBY TOMORROW. IT'S HOLDING UP SOME 

VERY IMPORTANT BUSINESS 


Every man at that board of 


directors meeting was a millionaire. 


Yet they were curious to know whether a 
horse that was only a character in a comic 
strip, would win a race that existed only 
in an artist’s imagination. 

The penetration of Barney Google and 
his most amazing horse into the lives and 
interests of America’s Millions—and mil- 
lionaires—is not an isolated phenomenon. 
Just as Barney Google has contributed 
songs, slang and Spark Plug to our culture, 
so other comic strip creations have intro- 
duced foods, fads and fashions. 


The fact is, Barney Google and the All- 
Star cast of characters in PUCK. THE 


“What Lols Mortals be!” 
2 


COMIC WEEKLY, are part of the most 
powerful social force in this country. 


Because comics reach into every age and 
economic level in every section of the land 
...and because they reach deeply, captur- 
ing the affections and devotion of people as 
no other medium can... their influence is 
unmatched. New habits, new tastes, new 
ideas, new opinions and attitudes, are born 
in the comics or spread through them into 
our entire society. 


For over 17 years, business has been 
using PUCK’S powerful and penetrating 
editorial force successfully. Today, it 
represents an unequalled opportunity, a 
proven weapon in helping business to in- 
fluence people...in helping it to sell goods! 


The Only NATIONAL Comic Weekly 
A Hearst Publication 
63 Vesey Street, New York 7, New York 
Hearst Building, Chicago 6, Illinois 


YOU SEE, THE MEETING OF THE BOARD 
OF DIRECTORS OF UNIVERSAL STEEL 


Fenetration 


The Only National 
Comic Weekly! 


PUCK, THE COMIC WEEKLY, is dis- 
tributed with 15 great Sunday news- 
papers from coast to coast. It reaches 
over 7,500,000 families in 7,000 places 
of 1,000 population or more. 


PUCK’S carefully formulated and 
uniform editorial pattern is skillfully 
balanced in the elements of proven hu- 
man interest. In PUCK are assembled 
the greatest all-star cast of characters, 
including Blondie, Jiggs and Maggie, 
The Katzenjammer Kids, The Lone 
Ranger, Steve Canyon, Tillie the Toiler, 
Flash Gordon, Donald Duck, and others. 


The influence of these characters 
upon more than 20,000,000 adult and 
young readers, has been utilized by 
advertisers like: 


Gillette Safety Razor Co. 


During 12 of the past 13 years, Gillette 
has spent $988,900 in PUCK, THE 
COMIC WEEKLY to advertise their 
blades and shave cream. Only results, 
profitable results and consistent re- 
sults, can explain such a record! 
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